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1 )What is the toll-free number for Four Seasons Organic?

____________________________________________________________________________________

2) In what city is the California Pear Advisory Board located? _____________________________

____________________________________________________________________________________

3) What is the e-mail address for the New England Produce Council?_______________________

____________________________________________________________________________________

4) What is the street address for River Ranch? ___________________________________________

____________________________________________________________________________________

5) What is the fax number for Nathel & Nathel?__________________________________________

6) What is the name of Turbana’s pineapple? ____________________________________________

____________________________________________________________________________________

This issue was: ❏ Personally addressed to me ❏ Addressed to someone else

Name __________________________________ Position ____________________________

Company ____________________________________________________________________

Address ______________________________________________________________________

City__________________________________________________________________________

State ____________________________________ Zip _________________________________

Phone __________________________________ Fax _________________________________

THIS MONTH’S WINNER:
Mike Patterson
Director of Produce Operations
Magruder’s
Rockville, MD

PRODUCE
QUIZ

How To Win
To win the PRODUCE BUSINESS Quiz, the first
thing you have to do is enter. The rules are
simple: Read through the articles and
advertisements in this issue to find the
answers. Fill in the blanks corresponding
to the questions below, and either cut along
the dotted line or photocopy the page, and
send your answers along with a business
card or company letterhead to the address
listed on the coupon. The winner will be
chosen by drawing from the responses
received before the publication of our May
issue of PRODUCE BUSINESS. The winner must
agree to submit a color photo to be pub-
lished in that issue.

For the past seven years, Mike Patter-
son has been the director of produce
operations for Magruder’s, an 8-store
chain serving the greater Washington,
D.C. area. The company has four stores in
Virginia, and two each in Maryland and
Washington, D.C. 

Mike previously spent 19 years at
Shoppers Food Warehouse, a regional
chain also in the Washington, D.C. area
and 11 years at A&P. He started as a parcel
pickup boy and then moved into produce,
where he has remained ever since.

His current position encompasses
everything from merchandising to adver-
tising to pricing to buying.

He enjoys reading PRODUCE BUSINESS
because, “The articles are just great. Over
the years, I have picked up a lot of infor-
mation — especially from the merchandis-
ing articles — that has really helped me”

As the winner of the January quiz, Mike
wins an Ipod Nano.
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A t Rosemont Farms, we don’t just look at local or
regional standards when establishing the metrics

by which we operate.  Instead,  we benchmark
against the highest standards of brand name nation-

al marketers. And we pledge to meet or exceed
these high standards.

As a grower ourselves as well as a marketer for a
select group of exceptional growers, we often
apply these benchmarks on products and in
growing areas where our high standards really
set us apart.

Traceability... biosecurity... food safety... cus-
tom packing... technological interface... we
exceed all the newer standards by which a
supplier is judged, plus we maintain the old-
time values of quality and service. 

Turn to a professional standards organiza-
tion to help maximize your retail or food-
service business. Turn to Rosemont Farms,
where the highest standards are just
where we start.

Bell Peppers
Cucumbers

Pickles
Zucchini

Yellow Squash
Variety Peppers

Eggplant
Beans

Cantaloupes
Asparagus

Grape Tomatoes
Greenhouse Peppers

Greenhouse Tomatoes
Mangoes

Sweet Onions
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Congressional Debate Begins
On Single Food-Safety Agency
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as they arose. He urged the committee to
take a comprehensive look at the govern-
ment’s food-safety system and start from the

present in designing an overall system to bet-
ter serve the public and increase efficiency.

Former Deputy Commissioner of Policy
for the Food and Drug Administration (FDA)
Michael Taylor suggested the committee
form an outside panel of experts and stake-
holders to begin a process of evaluation and
debate on how to proceed. In a subsequent
interview aired on CBS News in February,
Taylor and other advocates for a single food-
safety agency pushed that agenda. One
begins to see a pattern of campaign for this
issue when looking at the alignment of
GAO’s report, Congressional hearings and
national media attention.

Why is all this important to our industry?
With the recent outbreaks of foodborne dis-
ease linked to some of our products, the
fresh produce industry is being used as an
example, calling for reform of food-safety
laws. United Fresh Produce Association is
working to ensure strong federal standards
for produce safety, taking into account the
need for such standards to be commodity-
specific, science-based and uniform for
domestic and imported product, which does
not inherently require change in the overall
structure of food-safety laws and agencies.

Fresh produce safety falls under FDA

legal authority, without the confusion of
some other food sectors with potential multi-
ple authorities. The U.S. Department of Agri-
culture (USDA) has food-safety authority for
meat and poultry products under its Food
Safety Inspection Service but no food-safety
regulatory authority over fruits and vegeta-
bles. Rather, it assists the produce industry
with education, training, research and mar-
keting programs. 

United Fresh President Tom Stenzel, invit-
ed to testify before the DeLauro Congression-
al hearing, explained our call for strong food-
safety oversight is consistent with present
laws. “It is important to note that we believe
FDA already has the regulatory authority by
statute to achieve these goals. FDA has the
authority to promulgate rules and regula-
tions, issue guidance that compels industry
action, enter into agreements with states to
allow for field investigations and generally
set standards to protect the public health.
While we will be open to listen should FDA
specifically request new legislative authority
from the Congress, we do not at this time see
that need,” he testified.

The committee sought our views rather
than labeling the produce industry the
“poster child” for legislative reform. We’ve
been working with Chairman DeLauro to
understand our industry’s commitment to
food safety and were pleased with her com-
ments at the hearing supporting the pro-
duce industry as a constructive partner in
food safety, not an obstacle or adversary. 

This debate is only beginning, and there
will be multiple points where produce safety
and legislative/regulatory standards may
come into question. 

The Senate Agricultural Appropriations
Committee has scheduled a hearing on these
issues in March. Senator Herb Kohl (D-WI)
will hold this hearing in his home state and
address the spinach outbreak last fall when
many became ill in that state.

A report on the inside happenings of government.

WASHINGTON GRAPEVINE

SUBMITTED BY ROBERT GUENTHER, VICE PRESIDENT, PUBLIC POLICY • UNITED FRESH PRODUCE ASSOCIATION

Splintered jurisdic-
tion has left the
nation vulnerable to
outbreaks of 
foodborne illness or
a terrorist attack.

T
he debate over the nation’s food-
safety system is again heating up
on Capitol Hill. But this time,
advocates of a single food-safety
agency may find greater success

in stimulating a new look at food-safety laws.
On Feb. 8, Rep. Rosa DeLauro (D-CT),

chairman of the House Agricultural Appro-
priations Subcommittee, used her first com-
mittee hearing to address whether Congress
should create a single food-safety agency. A
champion of the effort to consolidate govern-
ment food-safety programs into one agency,
she introduced legislation in past years with-
out success. With Democratic control of Con-
gress, she and other advocates of a single
food-safety agency have again introduced
legislation that may have a greater chance of
adoption. Senator Dick Durbin (D-IL) has
introduced a companion bill calling for a sin-
gle food-safety agency in the Senate.

A Government Accountability Office
(GAO) new report calls the current food-safe-
ty system one of three high-risk areas for the
U.S. economy and public health. GAO rec-
ommended Congress consider a “fundamen-
tal re-examination” of the current food-safety
system, saying splintered jurisdiction has left
the nation vulnerable to outbreaks of food-
borne illness or a terrorist attack. It also said
the “patchwork nature of the federal over-
sight of food safety calls into question
whether the government can plan more
strategically to inspect food-production
processes and identify and react more quick-
ly to any outbreaks of contaminated food.” 

At Rep. DeLauro’s hearing, GAO Comp-
troller General David Walker testified that 15
agencies, dealing with 30 laws and regula-
tions, now administer food safety. “That, by
definition, is not a model for economy, effi-
ciency and effectiveness,” he said. Walker
said this system of multiple laws and agen-
cies was developed over almost 100 years as
Congress addressed various food-safety issues
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Food Miles

A
t Fruit Logistica in Berlin, one of the hot topics was “food
miles,” a concept built around measuring the distance
foods travel to get to market, the idea being that foods
traveling shorter distances leave less of a “carbon foot-
print” and are, in general, kinder to the environment.

Although these issues are hot in Europe, they are inching slowly
into America. Some of it is as a result of export to Europe or Euro-
pean companies opening divisions in the United States.

Tesco, the British giant, has already asked suppliers to submit
data to be used in establishing their carbon footprint when exporting
produce to the United Kingdom. Marks & Spencer and Waitrose,
both U.K. chains, will soon request the same information. The issues
are also bubbling domestically. Wal-Mart, for example, has a sustain-
ability initiative of which food miles are a part.

Although it makes sense to think a locally
grown product places less strain on the envi-
ronment than product shipped from a great dis-
tance, things don’t always work out that way.

The term food mile is rather silly. A tractor-
trailer mile requires dividing the environmental
cost among thousands of pounds of product. A
consumer going to a farmer’s market carrying
nothing and going home with five items is likely
to place a much heavier burden on the environ-
ment. A British government study discovered
that over half the food-vehicle miles, the actual
miles traveled by any vehicle carrying food,
were in cars going back and forth to market.

The free market is pretty good at sorting out
the environmental impact because energy costs
money; if a type of production or transport is
inefficient, it will also often be uncompetitive.

Should a resident of New Jersey buy toma-
toes grown in New Jersey or in Florida in Febru-
ary? Weather dictates this isn’t the choice. The
choice is more likely between tomatoes grown outdoors in Florida
and in a greenhouse in New Jersey. With comparisons like this, it is
easy to see how food miles are a simplistic concept that tells us little
or nothing about the environmental impact of our purchases.

Things get more complicated since many exporting countries are
developing countries. The decision to produce locally may deprive
poor Africans of a livelihood. Those same poor Africans, deprived of
money, may clear-cut forests, burn animal dung and do other envi-
ronmental harm. Even if all that mattered were the environment, it
is not obvious food miles tell us anything at all.

Of course, the environment is not the only value. The spinach/E.
coli 0157:H7 crisis has placed the focus on food safety. And that has
drawn attention to supply-chain issues dealing with how we can pro-
vide effective food safety protections to trade buyers and consumers.

Every sign points to a shrinking base of vendors because grow-
ers, packers and shippers will need to consolidate in order to be
able to allocate large expenses incurred meeting new mandatory
food-safety procedures over larger volumes.

The food mile sustainable agriculture model — small, local, proba-
bly organic, sustainable agriculture — is the antithesis of the food-
safety model. There is a polar difference between large, centralized
agribusiness enterprises and growers embracing green practices.

In some ways the difference is ideological. Food miles advocates
would probably reject buying tomatoes trucked in from Florida and
those grown in a greenhouse in New Jersey. They would say we
should eat tomatoes only when they are local and in-season. Yet
there is no indication the general population is adopting this ethos.

The truth is the whole discussion overlooks
the fact that the capitalist system is really the
best mechanism we have for determining the
relative value of different approaches.

No individual can have as much information
as can everyone. Hundreds, thousands or mil-
lions of people make small decisions on which
they are expert. Someone decides to develop
varieties suitable for a region in Chile, another
to irrigate a farm in that region, another to
work on the farm, another to launch charter
boat service. Add about a thousand steps and
Chilean grapes are being served on your table.

When consumers are encouraged to “vote
their dollars” by selecting things with minimal
food miles, they are being urged to short-circuit
the thousands of decisions made to bring the
product to the dinner plate most economically.

Economy is not the only value, especially in
rich countries such as ours, so it makes sense to
elect to purchase a more expensive product to
obtain some other goal. But there is so little

information in the food miles concept that one runs the risk of
spending money and not only not achieving the professed environ-
mental goal but also actually doing harm to the environment.

Even if someone, somehow, knew the relative environmental
impact of a peach grown in Chile, New Zealand and South Africa,
how does one weigh that impact against the other causes one might
like, say, contributing to ending child labor or getting AIDS medi-
cine for those suffering?

The effects of these purchases are not merely unknown but, in a
practical sense, also unknowable.

So what food miles are really about is selling consumers not a
benefit for the environment but the good feelings that come from
acting in ways they’ve been told are virtuous. So to make ourselves
feel virtuous, we may wind up doing harm. pb

By James Prevor 
President & Editor-in-Chief

THE FRUITS
OF THOUGHT

Although it makes

sense to think a

locally grown

product places

less strain on the

environment...

things don’t

always work out

that way.
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Into The Mouths Of Babes
are asking for more fruits and vegetables at
home. Other research has shown that just
giving kids more options, such as a salad bar,
can increase their consumption at school
lunchtime.

What, then, is keeping kids from eating
more of our products? The shoppers we sur-
veyed cited making fruits and vegetables
appealing (28 percent) as the greatest chal-
lenge, while 24 percent cited getting the fami-
ly enthused or involved. On the other hand,
34 percent couldn’t put their finger on what
was keeping kids from eating more.

These responses suggest we can increase
consumption and sales by helping our cus-
tomers make our foods more appealing to
their families. This could include offering
products for sale in ways that make them
more eye appealing and suggesting a broad
range of great tasting meal and snack ideas.

Where do we start to change children’s
consumption? Most shoppers (87 percent)
told us they think it is somewhat to very
important to make produce consumption fun
for kids. Over two-thirds agreed putting car-
toon or superhero characters on packaging
can help make fruits and vegetables fun,
though 25 percent disagreed with that mar-
keting tactic. Over one half (61 percent) said
parents are most effective at getting kids to
eat fruits and vegetables regularly. Friends
and peers, and schools, followed distantly; 17
percent thought all these influencers were
equally powerful. In fact, only 5 percent
believe schools are an effective way to intro-
duce fresh fruits and vegetables to children.

I think three particularly impactful chan-
nels through which we can work to grow chil-
dren’s fruit and vegetable consumption are
parents, eating places and policy.

By giving parents — especially moms —
the guidance they need in the places they look
for such help, we can help them better care
for their families and feel better about them-
selves in the process. Offer Mom kid-friendly
recipes, other product use ideas and sugges-
tions for involving kids in food preparation at
home to create quality time, too. The new

Fruits and Veggies — More Matters! brand
replacing 5-A-Day in March is mom-focused;
contact PBH to find out how to put the new
brand to work for you.

By working to get healthful produce
options on kids’ menus at restaurants, we can
increase kids’ consumption and help moms
feel better about dining out. With some
notable exceptions, our foods are largely
absent from kids’ menus today. (As a regular
restaurant patron, I know there is room to
improve the regular menu, too.)

On the policy front, a recent USDA propos-
al shows the potential: increasing fruit and
vegetable access for the millions of moms and
young children served by the WIC nutrition
safety-net program will create $500 million in
annual sales. Our industry has considerable
grassroots power to encourage governments
to execute the Dietary Guidelines for Ameri-
cans in their own food policies and programs.
PMA has made it a priority to help our indus-
try do this.

The produce sector is in a unique position
within the food industry. Fruits and vegeta-
bles are among the only food groups we are
being encouraged to eat more of, not less. Not
only are our products good looking and good
tasting, but they are better for health and a
healthful weight, too. We are in a position to
help end our nation’s obesity epidemic and
grow our sales in the process. Imagine the
possibilities if just the children ate their mini-
mum servings a day. Now that would be truly
an investment in a brighter future.

perspectives
BY BRYAN SILBERMANN, PRESIDENT • PRODUCE MARKETING ASSOCIATION

RESEARCH

Getting kids 

to eat more

fruits and 

vegetables presents

opportunity for the

produce industry.

T
hey can’t vote, drive or in some cases
tie their shoes. Yet, they may be our
industry’s most important customers.
They are young children, and new
research offers valuable insight into

how to get more of our industry’s products
into the mouths of these babes.

There are about 36 million children aged
3-11 in the United States alone — a tremen-
dous consumer base in their own right. How-
ever, they and their families also happen to be
the worst fruit and vegetable consumers.
Nearly two-thirds of those consumers who
aren’t even getting their 5-A-Day are families
with children, according to 2005 NPD Group
research for Produce for Better Health Foun-
dation (PBH) — and that’s regardless of fami-
ly income, household size, education level or
occupation.

This consumption gap presents opportuni-
ty for the produce industry.

New Produce Marketing Association
(PMA) consumer research offers helpful tips
on how to push kids’ produce consumption
higher. Opinion Dynamics Corporation sur-
veyed 1,000 consumers for us by telephone in
early January to gauge children’s produce
consumption. (This research is available from
PMA’s Solution Center.)

What’s keeping kids from eating enough
fruits and vegetables? The shoppers we sur-
veyed ranked taste and experience issues as
being significant barriers; time pressures fol-
lowed closely behind. That is, 82 percent said
taste factors, such as kids not liking the taste
of some fruits and vegetables, were a some-
what to very significant barrier. Meanwhile,
80 percent cited children’s previous bad expe-
riences, and 70 percent cited not having
enough time in the day to get in all those
fruits and veggies.

It isn’t that children don’t like our foods —
we know from personal experience they do so
with gusto. More formally, the U.S. Depart-
ment of Agriculture’s (USDA) fledgling Fresh
Fruit and Vegetable Program (FFVP) that
funds free school fruit and vegetable snacks
has increased kids’ consumption, and they
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research indicating, for example, Popeye has
increased kids’ consumption of spinach salad.

Bryan identifies three key impact points
where the produce industry can help boost
produce consumption among children: policy,
eating places and parents.

Policy can be crucial, but it doesn’t mean
any particular proposal is helpful. We don’t
know if giving a small stipend to WIC recipi-
ents to buy produce will increase produce pur-
chases or free up money already going to pur-
chase produce to buy other items.

Eating places is certainly crucial. In 2005,
Walt Disney World gave out free hot chocolate
and cookies every night around Christmas. In
2006, Disney added fresh-cut apples. We
need formal studies to guard against a substi-
tution effect — people eat less produce at
other times to compensate for increased con-
sumption at a certain time — but simple
availability seemed to boost consumption.

But, parents are always crucial. The 61
percent who say parents are most effective at
getting children to eat fruits and vegetables
are right, and those who think it is schools or
peers should remember parents influence
those things as well.

These survey results are a cry for help.
The culture leads 87 percent to say produce
consumption should be fun for kids. Why?
Because they are used to being the center of
the world, doing pretty much what they want
to do, and parents have pretty much forgotten
how to make them do the right things. So
parents look desperately to the industry for
help in getting their children to do voluntarily
what they are unwilling or unable to compel.

B
ryan brings up a subject close to this
author’s heart. Two of the 36 million
children aged 3-11 reside in the Pre-
vor household. We care deeply about
what they eat. So when Bryan asks

the following question, we pay close atten-
tion: What’s keeping kids from eating enough
fruits and vegetables?

Living with members of the study group
and being involved with their classmates and
friends makes me advise caution. Kids enjoy
sweet fruits like apples, oranges, grapes.
Blueberries are very popular. Although tech-
nically a vegetable, melons are enjoyed as
well. So are bananas. Other fruits depend on
individual taste and family practice.

Vegetables are much more of a mixed bag.
The writer’s children are considered “good
vegetable eaters” because they eat peas, corn
and carrots — sweet, starchy, vegetables.

This represents an overarching problem
for industry efforts to increase consumption.
Many of the health benefits of produce are
found in more bitter green vegetables that
often don’t appeal to children’s taste buds.

Many parents, who would like to see their
children eat more produce, may feel they eat
adequate amounts of sweet fruit and fear
upset stomachs if they give them more.

So 82 percent reporting taste as an issue
cannot be dismissed. Next time PMA does
research on this subject, defining what items
children enjoy and do not enjoy would be
useful in developing a more sophisticated
industry marketing approach to children.

Bad experiences, at 80 percent, should
serve as a wake-up call about irregular taste.
The only difference between children and
adults here is kids are more blunt. Adults who
buy unripe grapefruit, dry oranges, mealy
apples or sour blueberries may remember the
experience next time they are in a grocery
store. A child, in all likelihood, spits it out.

Although an adult is capable of saying, “I
like blueberries, but I didn’t like those blue-
berries,” a child may react to an off-tasting
fruit, especially a new item, and declare he
doesn’t like it — a decision that can affect his

parents’ purchase habits for some time.
What could 70 percent of the respondents

mean when they say they didn’t have time to
get all the produce items in during the day?

The obvious answer is that produce items
are more convenient than ever before but
items that require refrigeration aren’t as easy
to keep in Mom’s purse or store in the mini-
van for a quick after-school snack.

The less obvious answer may be more
important; it is saying children do not want to
eat the produce item, and therefore it would
require great parental involvement.

At my 5-year-old’s pre-kindergarten, cafe-
teria staff must put a vegetable on each child’s
plate. Every once in a while, I go and watch the
kids remove the vegetable from the plate or let
it languish forlornly all through the meal.

And thus the reality of this issue. If we go
out to dinner and allow the children deep-
fried chicken fingers, french fries and ketch-
up, we can have a nice meal. If we order
sliced zucchini and yellow squash and insist
they eat it, we are in for a miserable meal
with crying and battling. We value healthful
eating, but we also value quality family time.

We need deeper research on this subject to
understand it better. When 28 percent of con-
sumers say making produce appealing takes
too long, what do they mean? Peeling and
slicing? Making baked apples? Carving apples
in the shape of birds? We need to find out so
we can see if we can’t do it for consumers.

Twenty-four percent say getting the family
enthused or involved is the problem — but
that makes eating produce sound like an hour
a day on the Stairmaster. If we need massive
family enthusiasm about eating it, we are not
going to get the consumption we hope for.

One thing to be careful of is increasing
sales vs. increasing consumption. Our kids
don’t happen to eat much cereal because they
don’t like milk — but they would buy every
cereal with a character on it — and never eat it.

Characters on produce will definitely lead
to kids pleading with parents for an item. But
those purchases won’t be repeated if children
don’t eat the item. We’ve never seen any
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PRODUCE
WATCH

Produce Watch is a regular feature of PRODUCE BUSINESS. Please send information on new products, personnel changes, industry, corporate and personal milestones and available literature, along
with a color photo, slide or transparency to: Managing Editor, PRODUCE BUSINESS, P.O. Box 810425, Boca Raton, FL 33481-0425, or e-mail us at ProduceBusiness@phoenixmedianet.com

ORGANIC BANANA CHIPS
Dole Fresh Fruit Company, Westlake Village, CA,
announces the nationwide launch of Dole certified
organic banana chips. The all-natural, preservative-free
snack chips are freeze-dried — not fried — and come 
in easy-to-open re-sealable packages. They will be 
promoted as a Superfood for the Heart.

DIP SOLUTIONS
Concord Foods, Brockton, MA, introduces Guacamole
Mix and New Classic Ranch Dip Mix in 1.5-ounce foil
pouches that are being promoted for enjoyment during
March Madness. Two fresh avocados are needed for the
Guacamole mix. Retailing for around 99¢ each, both
items are sold in the produce department. 

NEW WEB SITE
Escort Data Loggers, Inc., Redmond, WA, has launched
a Web site and changed its business to a corporation. It
will introduce its newest product, the Escort GSM data
Logger, an electronic temperature and humidity date
logger paired with a GSM cell phone for immediate
alert contact when exposures are out of range.

GRAPEFRUIT REBOUNDS
The Indian River Citrus League, Vero Beach, FL,
announces Indian River is showing one of its best
grapefruit seasons in years thanks to a rebound crop
following 2004 and 2005 hurricanes. Total fresh grape-
fruit shipments should exceed 18 million cartons, a 44
percent increase above last season. 

Reader Service No. 303

Reader Service No. 300 Reader Service No. 301

NEW FACILITY
Prime Produce International, LLC (PPI), Orange, CA,
has signed a long-term lease for a 40,000-square-foot
packing and cold storage facility located in Orange.
The facility is also the new home of the PPI corporate
office. PPI has also made major improvements to the
H&H Avocado packing line. H&H is PPI's wholly
owned subsidiary.

ORGANIC EFFORTS RAMPED UP
The Crosset Company, Independence, KY, will take an
even greater role in promoting organics in the
Midwest. Handling more than 400 organic items,
Crosset has helped retailers develop the organics 
category by providing direct delivery and cross-docking
services, managing certification and inventories and by
providing merchandising training,

NEW COMPANY NAME
Four Seasons Produce, Inc. Ephrata, PA, announces
that Fresh Pro Trading, Inc., its importing subsidiary, is
now Earth Source Trading, Inc. With ripening rooms,
temperature-controlled loading docks and a certified
organic repacking facility, Earth Source will supply
fresh conventional and organic produce to retail,
wholesale and foodservice.

Reader Service No. 306

APPLE DISPLAY CONTEST
The New York Apple Association, Fishers, NY,
announces a new display contest for defense 
commissaries to promote New York-grown apples.
Open to any U.S. Defense Commissary Agency, the
contest runs through March 24. Grand prize is a free
trip to the 2007 PMA Fresh Summit in Houston, TX.

Reader Service No. 307

Reader Service No. 304 Reader Service No. 305

REDESIGNED WEB SITE
Catalytic Generators, LLC, Norfolk, VA, has revamped
its Web site, which features ethylene production 
equipment for fruit ripening and degreening. The
enhanced site now includes Spanish and German
translations. New elements include ripening tips, 
FAQs about ethylene and generators, and service and
support areas.

SIAL MONTRÉAL’S NUTRITION MARKEPLACE
SIAL Montréal will include for the very first time a
nutrition marketplace. Called Agora Nutrition, its 
purpose is to respond to the growing demand from
consumers for quality food products that not only 
taste good but are also good for you.  It will feature a
dedicated conference space surrounded by booths 
promoting “healthful” foods.

Reader Service No. 308 Reader Service No. 309

NATIONAL MANGO BOARD (NMB), 
ORLANDO, FL
Ismael Diaz has been appointed chairman.
Originally from Mazatlan, Sinaloa, Mexico, he has
been president of Diazteca Co., a major mango
importer in Rio Rico, AZ, since 1987.

Wendy McManus is the new director of marketing,
responsible for a wide range of activities involving
oversight of NMB’s marketing and PR campaigns to
increase awareness and usage of fresh mangos. She
previously developed consumer-marketing cam-
paigns for Consumer Effects, Inc., and was market-
ing director of the National Watermelon Board.

NATURIPE FARMS, NAPLES, FL
Juanita Gaglio has been appointed to the newly
created marketing manager position. She has 25
years of produce marketing experience and was a
category management specialist supporting the
California Avocado Board and California Tree Fruit
Agreement. She is working from the Salinas, CA
office.

TRANSITIONS

Reader Service No. 302

PAGANINI FOODS, LLC, SWEDESBORO, NJ
Tip Murphy has been named national director of
corporate sales. He has 25 years of consumer pack-
aged good experience. For the past six years, he was
vice president of sales at Chiquita Fresh North
America and became a PMA board member.
Murphy is based in Cincinnati, OH.

ANNOUNCEMENTS

GILL’S ONIONS, OXNARD, CA
Denise De La Rosa has joined the sales team as
West Coast retail account manager, handling retail
product sales, including the newly introduced
organic line, for the West Coast and Canada. Most
recently a sales manager at Club Fresh, she also
spent 16 years with Nestle as an account manager.

BROOKS TROPICALS, INC., HOMESTEAD, FL
Jose E. Rossignoli was promoted to director of
national sales. He is working with the retail and
foodservice industries in the development of new
and existing accounts to achieve higher visibility for
Caribbean Sunrise and Caribbean Red papayas.

NEW PRODUCTS

mailto:ProduceBusiness@phoenixmedianet.com
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One of the advantages of being a Pundit is that people always want
to fly you to speaking venues in their private jets or send you to their
annual meeting first class. When they don’t treat you, there are still
4,000,000 frequent flyer miles to use up, so on my way to Fruit Logisti-
ca in Berlin, I find myself sitting in seat 1A on the Lufthansa nonstop
from Houston to Frankfurt.

One of the disadvantages of being a Pundit is that you have to skip
the movie to write the next edition.

When I travel, I like to try the national airways in search of some
insight into local culture. This flight, though, is as devoid of things Ger-
man as one could possibly imagine — which may just tell us something
about the local culture.

The decor is sleek and silver-colored, perhaps a hint of hi-tech Ger-
man engineering prowess. Yet the menu contains not one dish one could
identify as German. Not surprising since the menu was developed by
Terry Crandall, executive chef at the Peninsula Hotel in Chicago.

No bratwurst or sauerkraut. Only one of the featured wines is Ger-
man and when I try to order it, I am dissuaded by the purser, who
prefers an American Chardonnay from Santa Maria Valley in California.

The cheese plate consists of Camembert, Manchego, Gorgonzola,
Vella Jack and Humboldt Fog, which is pretty much what I get at Johnny
V’s on Las Olas Boulevard in Fort Lauderdale, FL.

I squint to try to figure out where the photos on the menu and the
wine list were taken. Nobody is wearing Bavarian dress, there’s no
oom-pah-pah band performing in the distance. The hillside, the impec-
cably set table — the scene could be anywhere.

They used to call airlines such as Lufthansa “flag carriers.” Their pur-
pose was to proudly carry the flag of a nation to the far corners of the
globe. Yet, this plane really wants to fit in, not to draw attention to itself.

It fits in neatly with my American conception of the European Com-
munity. It always appears to us that the French want to use the commu-
nity to extend French power and influence in the world, but the Ger-
mans want the community to allow their identity to be subsumed in
some new and larger identity.

I think it is a reflection of World War II. Every nation has to be
proud of its culture, to feel it contributes something unique to the world.
But how can a nation be proud of its culture if it led to the concentration
camp?

Years ago, when ValuJet airline, a discount carrier originally based
in Atlanta, GA, had a plane go down in the Florida Everglades, it
quickly bought another carrier named AirTran Airways and adopted
that name. It was too hard to market a name everyone associated with
a calamity.

So Germany, on some level, would rather operate in the world as
the EU and avoid connotations it would rather not face.

I have never been to Germany, which is, in a sense, surprising as
I’ve been as far from home as Australia and South Africa.

I almost went the week the Berlin Wall came down. It was such a
moment in history and the pictures were so inspiring. Such a hopeful

Jim Prevor’s Perishable Pundit, February 8, 2007

Dispatch From Frankfurt —
An American Jew Goes 
To Germany

F R O M  T H E  P A G E S  O F  T H E  P E R I S H A B L E  P U N D I T

moment for the world. I thought I would go and witness history. Yet I
stayed home and watched it on TV.

Why? I’m not sure. But I suspect it is because I am Jewish.
I do not believe in collective guilt. The very pleasant flight attendants,

all blond and, dare I say, Aryan-looking, are not responsible for the
Holocaust or for any other atrocity they were not involved in.

Yet as we discuss the merits of the various teas offered and she
laughingly tells me about her preferences, as we discuss the nightlife of
South Beach and the Greek food in Astoria, Queens . . . as we laugh
and genuinely like each other, I can’t help but wonder if her grandfa-
ther worked in the SS.

In many ways this is horribly unfair. More likely he was some con-
scripted soldier who died in the war. But she is so blond, so Aryan, and
I know what that once meant in this country.

The Holocaust is a uniquely unnerving event in human history pre-
cisely because Germany was such a civilized nation. These horrors
were not committed by jungle tribes; these were the heirs of Bach,
Beethoven, Brahms and Goethe.

Hannah Arendt, one of the great public intellectuals of the 20th cen-
tury, was sent by The New Yorker to cover Adolf Eichmann’s trial in
Israel. Out of her reporting came a phrase, The Banality of Evil, which
concludes that even Eichmann was a small man and that such horrible
evil could be done by any ordinary clerk.

It is a frightening possibility. It is far easier for us to portray the
Nazis as some uniquely malevolent force. If Adolf Hitler was a monster,
then he is not like us. But if he was just a man, then what are we capa-
ble of?

I have lived with these thoughts my whole life, and my isolation from
Germans left these thoughts to dwell. Interestingly enough, although I
traded extensively with Europe when I was with my family business, my
dealings were with the Dutch, Brits, Irish, Swedes, Norwegians, Finns.
We sold grapefruit to the French and the Swiss, imported lemons and
melons from Spain, endive and salsify from the Belgians. We brought in
Greek figs and Italian chestnuts. We even sold to the communists in
Poland.

Although the Dutch sent much of our fruit into Germany, I do not
recall ever selling one box directly to a German.

Although Fruit Logistica is a major international event, its source of
power is that it is the only show where the produce teams from the big
German multiples walk the floor. So in deciding to come to Germany, I
came to confront my own demons.

History is a funny thing. We dare not forget it, lest we be doomed to
repeat it. Yet some eminence once said of the Irish that their battles con-
tinued because they were “drunk on history.” If the entire historical
record must be resolved every time people sit down, how will they ever
get along?

So I go to Germany and hope to transcend my own limitations. I am
blessed with many friends across Europe. I hope to leave Germany with
a few more. pb

http://www.perishablepundit.com
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SOUTHEAST REPORT
All visits by this industry insider, who wished to remain anonymous,

were conducted during a 4-day span in late January. Two visits were con-
ducted on the same day, one early afternoon, one late afternoon. The third
visit was also conducted during the early afternoon.

Store 1
This store is part of a southeast regional chain that is currently undergo-

ing renovation and repositioning.

WHEN VISITED: Wednesday Jan. 24 at 1:30 PM
CLEANLINESS: A
OVERALL MERCHANDISING: A
CONSUMER INFORMATION: A
BREADTH OF SELECTION: A
PRICING: A
AVAILABILITY OF PERSONNEL: B
KNOWLEDGE OF PERSONNEL: A
UNIQUE FEATURES: A
HIGH POINT: The many varieties of products available and presented in a

harvest-market style, which is comfortable to shop.
LOWEST POINT: Shelves not entirely stocked
COMMENTS: Shopping is visually appealing and cost effective. Staff is

friendly and quality of the produce is always near to perfect.
I love shopping at this store for everyday needs.
The produce department is a focal point.

Store 2
This store is part of a large regional chain. Without directly revealing its

slogan, the retailer claims to provide a joyful shopping experience.

WHEN VISITED: Sunday Jan. 21 at 4:30 PM
CLEANLINESS: A
OVERALL MERCHANDISING: B
CONSUMER INFORMATION: C
BREADTH OF SELECTION: B
PRICING: C
AVAILABILITY OF PERSONNEL: B
KNOWLEDGE OF PERSONNEL: B
UNIQUE FEATURES: D
HIGH POINT: Salad case
LOWEST POINT: Organic section — puny, low quality, very little to

choose from
COMMENTS: Shopping here is a common experience, without many perks.

The aisles are small and usually crowded. The produce section was not fully
stocked, and associates were not available for questions on the floor. Prices on
some products were noticeably higher than competitors. Lighting was dim.

Shopping here is a ‘hit’ or ‘miss’, depending on the store location.

Store 3 
This store is part of a national chain concentrating on natural and organ-

ic foods. The visit was conducted during a grand opening celebration.

T his is the 19th annual PRODUCE BUSINESS
Mystery Shopper Report and the second con-
secutive report to use industry insiders, all

of whom come from the supply side of the busi-
ness, as the mystery shoppers. These volunteers
were eager to find out what happened to pro-
duce once it left the suppliers and entered the
retail market.

The “shopping” was conducted in January
and February and some were definitely affected
by the vagaries of winter weather and the cultur-
al phenomenon of the Super Bowl. Our team
covered five geographic locations and visited
almost every retail format that carries fresh pro-
duce.

Some formats excel at their treatment of
fresh produce; at others, produce suffers greatly.
Some cater to high-end, highly selective con-
sumers, others to price-conscious shoppers trying
to get the most — not necessarily the best — for
their families.

That the vast majority of retailers are trying
to present attractive, well-stocked produce dis-
plays goes without saying. The reality, however, is
dependent on in-store staff, weather-related
deliveries, time of day and a host of other issues.
Some can be anticipated, some cannot.

The solution to the problems seems to lie in
the words of shopper Myra Gordon: “A store is
only as good as its management.”

NOTE: All stores visited were graded on a
scale ranging from A for excellent to F for failing.
The area designated Consumer Information
refers to information about nutrition, country of
origin, recipes, etc.
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WHEN VISITED: Wednesday, Jan. 24 at 12:30 PM
CLEANLINESS: A
OVERALL MERCHANDISING: A
CUSTOMER INFORMATION: A
BREADTH OF SELECTION: B
PRICING: B
AVAILABILITY OF PERSONNEL: A
KNOWLEDGE OF PERSONNEL: A
UNIQUE FEATURES: A
HIGH POINT: The salad bar was gorgeous
LOWEST POINT: I thought there would be a wider range of varieties and

selection.
COMMENTS: Shopping in the store was fun. It was a grand-opening party

so large crowds were attracted by music, tastings and sales — not to mention
curiosity. The store was everything it promised to be. I was completely
impressed by the creativity, the amenities, the staff and the quality.

The produce department was smaller than expected.

SOUTHWEST REPORT
Lesley Sykes, Viva Marketing Strategies, visited outlets of a national and

regional chain in the Southwest. Both stores were visited on Friday at mid-
morning when the stores should have been gearing up for weekend shopping.

Store 1
The store is part of a national chain with stores across the United States

and Canada. The chain concentrates primarily on a middle-class customer
base of nearby neighborhoods. The store emphasizes the availability of quality,
fresh foods. There is a fairly large “organic section” in the middle of the pro-
duce area that has a variety of produce.

WHEN VISITED: Friday mid-morning
CLEANLINESS: A
OVERALL MERCHANDISING: A
CONSUMER INFORMATION: C
BREADTH OF SELECTION: A
PRICING: B
AVAILABILITY OF PERSONNEL: A
KNOWLEDGE OF PERSONNEL: A
UNIQUE FEATURES: Large organic section, displays were very orderly and

clean, more personnel available than most other stores
HIGH POINT: Produce was very nice looking, personnel was knowledge-

able and ready to answer any questions
LOWEST POINT: Country-of-origin information was not always listed;

most displays did not have nutrition/preparation/storage/selection information
COMMENTS: My overall shopping experience was extremely positive. The

produce section was well maintained with near-perfect arrangement of fruits
and vegetables. The produce items were bright and of excellent quality. At
least two staff members were available to answer my questions and I was con-
fronted within a few minutes of looking around the produce area. I asked
what he considered the best quality tomatoes to be this time of year and his
response was frank and helpful. The produce department did indeed uphold
the promise made by the store’s slogan.

Store 2
The store is part of a regional chain with stores across Arizona and in

California and New Mexico. The chain concentrates on being a traditional
grocery store for a middle-class customer base. The prevailing slogan through-
out the store stresses friendship and emphasizes quality goods, excellence in
customer service and reaching out to the immediate neighborhoods. The pro-
duce section also promises satisfaction or “double your money back.”

WHEN VISITED: Friday mid-morning
CLEANLINESS: B
OVERALL MERCHANDISING: A
CONSUMER INFORMATION: A
BREADTH OF SELECTION: B

PRICING: B
AVAILABILITY OF PERSONNEL: A
KNOWLEDGE OF PERSONNEL: B
UNIQUE FEATURES: Circular displays with visible signage
HIGH POINT: Quality produce, large signage with useful information

(selection, storage and health), a sample offered of sale/in-season item.
LOWEST POINT: Area was relatively small and was limited to standard

produce items (no exotic fruits/vegetables)
COMMENTS: My overall shopping experience was positive. The area was

fairly clean and well stocked with nice- to average-looking produce. Staff was
available to answer questions but wasn’t perceptive of customers who may
have questions (i.e., I had to ask for help). The signage was visible with pric-
ing, selection, storage and health information. The store guarantees fresh
foods and excellent customer service and my experience confirms this
promise, although I would replace the “excellent” with just “good.”

NORTHEAST REPORT
Myra Gordon, Hunts Point Produce Cooperative Association, visited three

stores in the greater metropolitan New York City area. She offers her informed,
detailed and unique take on her shopping experiences.

Store 1
This was part of a regional chain; with a customer base that runs the

gamut from lower-middle class to upper- middle class.

WHEN VISITED: Saturday, Jan. 27 at 11:00 AM
CLEANLINESS: Produce Department fair — not failing
OVERALL MERCHANDISING: Produce department fair to good. Rest of

store excellent
CONSUMER INFORMATION: Consumer information in short supply; coun-

try of origin available only on small stickers; nutrition facts not available in
the department.

BREADTH OF SELECTION: fair to good. (See written information
attached) 

PRICING: competitive with other chains in the area.
AVAILABILITY OF PERSONNEL: Scarce
KNOWLEDGE OF PERSONNEL: The only personnel available were those

cleaning product off the store floor.
UNIQUE FEATURES: The width of the aisles and ease of travel through all

the departments in the store.
HIGH POINT: I could not point to one area that was a high point.
LOWEST POINT: Personnel trimming lettuce on the floor, onion skins

being cleaned off the store floor.
COMMENTS: A very large store with ample parking and ease of movement

throughout the store with someone asleep at the switch. As I entered the store
on the green grass carpet were cigarette butts with no visible means to dispose
of them elsewhere. The carpet was in need of a vacuuming in general.

The entrance to the store has a bakery department with fresh coffee
immediately to the right opposite a display stand that was empty but is often
used for specials. To the left is the produce department.

The weekly sales commence Friday morning so the weekend is usually the
busiest time in the store. This Saturday morning it was near 0° F outside with
most shoppers choosing to remain home. I would have assumed that at 11:00
on a Saturday morning the displays would be full with all work that should be
done in a back room completed. Instead, the displays for some of the items
were in need of fill-ins. Employees were doing what I consider back room
work in front of shoppers. Onion skins were all over the floor in front of the
onion display, pieces of broken asparagus were left on the display trays, lettuce
was being trimmed in front of shoppers. (Store hours are 7 AM to 11 PM). At
least the employees doing the trimming were wearing gloves.

The variety of each of the highest volume items was poor. The individual
apple displays had clearly bruised fruit on top.

Signage and pricing was large and visible.
Citrus was in short supply with the freeze obviously having an effect.
Veggies needed replenishing. Cup sprouts, half empty; same with hothouse

cukes, broccoli crowns and mushrooms. Red, yellow and green peppers were
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available, a few cubanelles. The best quality were the jumbo green peppers.
Chilean fruit was in short supply with a box of peaches, and one box of

nectarines available. Green grapes were on the turn; all grapes were in origi-
nal bags.

The lighting was best in the grocery aisles. It needed improvement in the
produce aisles. The produce department looked to be 60x100 feet, with dis-
play areas that were stationary. Very plain vanilla.

The bananas were green and poorly displayed.
Russet potatoes only. No Idaho baking potatoes and the Russets, red pota-

toes and yams were poor quality. Both bagged and loose potatoes were avail-
able.

There was a small section of tropicals, which surprised me. I would have
thought it to be larger since the lower economic shoppers of the store are pri-
marily Hispanic. The grocery shelves were full of Goya products.

There were few melons and the golden pineapples were in poor condition.
The blood oranges were shriveling.

There was a wide variety of bagged items with six to seven days of shelf
life left on them. What surprised me about the chain’s own bagged items was
the scarcity of dates on the bags, and I looked closely since I found it difficult
to believe they would not have dates. I did not see any! Dole, Mann, Verdelli
and Ready Pac were all on display; Auerbach peeled garlic was available; the
ginger next to it was shriveled and old.

I do shop in this store, but never for produce. They have a wide selection
of grocery items with weekly specials on those items that are better than
other competitors in the radius of six miles.

I would not rate the produce section as a failure but it is in need of some
major improvements.

A store is only as good as its management. Other branches in the county
are better as far as produce, and one is worse.

Store 2
National chain, high-end customer base. If there is a slogan, I am not

familiar with it. I don’t pay a lot of attention to that sort of thing.

WHEN VISITED: Friday at 5:00 PM
CLEANLINESS: fair to good
OVERALL MERCHANDISING: excellent
CONSUMER INFORMATION: No recipes available; no nutrition info avail-

able; country of origin on product label only.
BREADTH OF SELECTION: major curtailment because of store size.
PRICING: in line with other area stores
AVAILABILITY OF PERSONNEL: in produce department, those available

were the ones unpacking the produce to place on the shelves.
KNOWLEDGE OF PERSONNEL: sparse
UNIQUE FEATURES: merchandising and cross-merchandising in a small

space, making the most of it!
HIGH POINT: availability of items and the way in which they are dis-

played.
LOWEST POINT: The produce department needs to be cleaner and neater.

The floor had pieces of Styrofoam and was congested with empty boxes.
COMMENTS: This store was much smaller than Store 1. It is a small store

with no ability to grow. Offers have been made to existing stores on either side
of it but all have refused to give up their space since this store is the draw for
this 7-store mini mall.

At 5:00 PM on a Friday with the flyers already out for 24 hours, the aisles
that are barely large enough for one cart to pass through were cluttered with
empty boxes. No one stopped to remove them as the produce was placed on
the displays, and the men working to fill the shelves were using precious room.

If there is any criticism of the store, it is that congestion, along with dis-
plays at the start of Friday night shopping that were unkempt. Bananas were
sitting every which way on the stand, broccoli pieces were on the bottom of
the shelf, strawberry boxes were upside down, and the mango display, which
was the feature at the front of the store, was dead green. One employee was
using a cell phone, a no-no while people are on the clock and working!

The store was only recently redone with the produce department made to
look like a farm stand. The wooden racks were made to look handmade and
are movable so angles and placement are easily changeable. Specialty items
are displayed in wicker baskets, some placed together, some disbursed

throughout other displays, making items impulse items, i.e., basil sitting amid
the tomatoes.

This branch, located in northern Westchester, home to the Clintons,
used every available inch of space to bring in varieties not available at Store 1.
The clientele here are not constrained by dollars, so the lack of some varieties
is not because of price, although some of the store managers are somewhat
timid about newer varieties when I spoke to them. Organic apple displays
were small, but every variety available in a conventional apple was available in
organic. The space on a bottom shelf was used for apple chips and chocolate
for dipping apple slices. Apples were both loose and bagged.

Across from the apples along the 100-foot wall, sharing space with special-
ty items were bagged salads, salad meals and an entire section of Earthbound
Farms organic bagged items. Displayed on the corner of the salad display on
an angle were croutons and other salad accents. The shelving was 5-high.

Citrus was in short supply with oranges at $1.00 each, most in bags, grape-
fruits were smaller than usual. Clementines in boxes at $5.99 each were not
in Store 1, and tangerines were available by the piece as opposed to in bags,
which was the only way they were sold in Store 1.

Berries of all varieties were available in two places in the produce depart-
ment and near them were bags of peanuts, dried fruit, raisins, dipping choco-
late, once again making good use of space for impulse purchases.

Lettuce was in very short supply and what was available was good quality
but you could see the outer leaves had been stripped from the green and red
leaf and romaine. Misters were working to keep the leaf items fresh, but also
leaking over some of the bagged lettuces.

Pears and apples were shiny and neat and the displays were full.
Potatoes were in woven trays throughout the produce department, with

fingerlings in one section, red potatoes in another, sweet potatoes in another
and baking potatoes in another. However, baking potatoes were available on
the bottom shelf of one of the displays. Salad dressings were available across
from the melon and pineapple display, but they would have been better closer
to the bagged lettuce items instead of on the other side of the department.
Once again, lack of space might have made this difficult.

The tomato display at an angle to the department left nothing out,
including Eli & Ali’s, sold as organic. Garlic in jars, on a rope and by the head
were merchandised near the tomatoes in small wicker baskets. Herbs were
interspersed throughout the displays and also in the specialty section with
baby veggies, enoki and oyster mushrooms, specials and portabellas, both
whole and sliced in packages. Winter squashes were also in wicker baskets
interspersed throughout the department.

The availability of all Chilean fruit was on display as well as watermelon,
cantaloupes and honeydews. All was advertised as “tree ripe”.

Peppers were the only problem I saw this day. The red, yellow and orange
peppers were ready for immediate processing. The only good peppers were the
large green. There were no artichokes, which the store usually has.

On a Friday night, two managers were available and there were other
employees throughout the store placing grocery items on shelves. In this store,
managers are not what I call ‘user friendly’, and their demeanor does not
make them approachable. The better managers in the store are usually moved
out to other stores.

This is one of the highest volume stores in the chain with something of a
captive audience with significant disposable income. Store 1 is seven miles
away and Store 3 is three miles away. Consumers living in New Castle have to
travel some miles to get to this chain to begin with. I drive over a mile to get
here. A convenience store for milk is even further.

What surprised me about the chain’s 
own bagged items was the scarcity of dates
on the bags, and I looked closely since I
found it difficult to believe they would not
have dates. 



M A R C H  2 0 0 7   •   P R O D U C E  B U S I N E S S 21

Store 3
Regional chain. The store uses a slogan on the radio spots, but I don’t

recall it. The customer base is mid to high income, with the upper income
being dominant. The slogan is not used throughout the store.

WHEN VISITED: Saturday, Feb. 3 at 1:30 PM
CLEANLINESS: B
OVERALL MERCHANDISING: C
CONSUMER INFORMATION: no consumer information other than labels

that indicated organic, name of item and in some cases, country of origin.
BREADTH OF SELECTION: C
PRICING: Competitive with two other stores in the shopping area.
AVAILABILITY OF PERSONNEL: Shelf stockers on the floor, no one else in

the produce department.
KNOWLEDGE OF PERSONNEL: The one who

answered two questions was accurate, yet not
forthcoming with what would have been an ade-
quate substitute, so no one has trained them.

UNIQUE FEATURES: At one time, there were
unique features. Other stores are emulating what
was originally this chain’s merchandising concept.

HIGH POINT: On this day, none stood out.
LOW POINT: Quality of some of the items that

should have been removed from the displays and
thrown out.

COMMENTS: For a store that was state-of-the-
art in merchandising produce, Saturday was a dis-
appointment. It was a chilly 27° F outside, keeping
shoppers away.

The floors were shiny and clean, a difficult task
as it had snowed the previous night and slush was
on everyone’s shoes. Lighting is poor.

There is nothing interesting about the store
layout. The produce department has three straight
aisles, one the back wall of the front of the store.
The entryway is narrow and about 15 feet long.
Since entryways do not make a profit, this is
understandable. The outdoor display, which is usu-
ally flowers, was fireplace logs.

The v-shaped corner of the produce depart-
ment is the introduction to the store. Saturday’s
display was Odwalla juices such as protein drinks
and smoothies, an indication not a lot of produce
items were available. Next to that was a display of
golden pineapples with bagged oranges below at
$4.99 for the bag. Not being a purchaser of bagged
items, I can’t say if this is usually high, but the rest
of the citrus pricing was telling. Located on the
third aisle, 27-size red grapefruits were $1.49 each,
100-size navel oranges were 3 for $2, large tanger-
ines 3 for $2, 36-size grapefruit 4 for $5. As I
watched the movement of produce from the
shelves into shopping carts, there was no move-
ment on the citrus at those prices.

Mangos were green-green-green.
If this store has a unique quality, it is that each

mainstream item had an organic counterpart.
There were no impulse items at eye level in

this store. All were hanging from bars too high for
me to reach without calling for assistance from a
store manager. They appeared to be hung without
thought to order. For example, the salad fixings
were above the seedless grapes and the colored
peppers with lettuce displayed two aisles away.

The pear varieties were the same as in other
area stores. The red Forelles were ready for the
trash. They were clearly old and should have been
removed from the display. Anjou pears were soft

and bruised. Comice pears badly bruised, and the organic Comice pears were
even worse.

Eggplant were discolored, fresh bunched spinach and broccoli rabe were
wilting. Bagged organic carrots had moisture buildup in the bags, as did
bagged organic peppers.

Organic and regular bananas were on display at the very back of the store,

If this store has a unique quality, it is 
that each mainstream item had an organic 
counterpart.
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the last produce item shoppers would pass before they entered the sundry aisle.
The ginger displayed in a small wicker basket below the onion display was too old to be sold. Sweet

potatoes had wrinkled tips yet organic sweet potatoes were excellent quality. Wrapped sweet potatoes
were in better condition. Idaho baking potatoes were excellent as well. Red potatoes, called baby reds in
this store, were in bags only.

Organic herbs were excellent, with many varieties, but the display was very small, in clamshells.
Many bagged items were private label. Among the bagged items, those had the longest shelf life. The

Fresh Express and Earthbound Farm bagged items had only three days of shelf life remaining.
The center aisle displayed Chilean fruit, all varieties, along with bagged and organic apples. Below the

apples in round wicker baskets that stood on wicker legs were fresh green beans and bags of peanuts. Bird
food was on the floor. The green beans would have been better displayed with the vegetables that were
farther along in the department. Red peppers were below the tomatoes, also in round wicker baskets with
yellow onions interspersed with the peppers as a center display.

One customer came in looking for celery, and the employee filling in displays said there was none
available. Another customer came in and asked for broccoli. Another employee working on the floor said
there wasn’t any. He was technically correct, but broccoli crowns were available and that should have been
pointed out. A produce manager was walking down the aisle as the response was given and kept walking.

The men unpacking cases of bagged limes and lemons were tossing them on the shelf as though they
were made of pig iron, forgetting that produce bruises and begins to deteriorate each piece adjacent to
the bruised one. The one plus here was that the boxes were on carts with shelves and rather than have
the empty boxes left on the floor, the empties were placed and stacked on the bottom shelf of the cart.

There was a very small display of honeydew melons next to a somewhat smaller-than-usual display of
all Driscoll berry fruits. Those were merchandised with lady fingers on a stand below the berries.

Things that are glaring are not really glaring unless you look for them. This is the store I shop in and
the items I buy were the best items in the produce department. There were no hothouse or field cukes
available on Saturday. So many other items on close inspection were in poor condition. Colored peppers
were all on the turn.

At the end of the display was a rack of Oscar Mayer Ready-to-eat bacon strips across from the
onions, with the eggs farther down on the back wall. In my opinion, the display took up valuable room
for either additional produce items or impulse items, but surely not bacon with produce.

All in all, the store was a disappointment. To cap it off for the second time in a week, the checkout
employee literally threw my apples down the checkout counter. I admonished her for the second time.
She apparently had no recognition I was the shopper who told her early in the week to place the fruit on
the counter and allow it to move down on its own. The first time, a manager was standing beside her.
Obviously, no education was forthcoming since there was a repeat of the negative action.

WEST COAST REPORT
Intrepid Mystery Shopper John Pandol, outdid himself this year, visiting seven formats. He routinely vis-

its retail stores for his company to learn how the stores merchandise his company’s products.

Store 1
This chain consists of many warehouse extreme-price format stores operating in five states. Signs

stressing savings are throughout the store. 80,000 or 90,000 sq. ft.

WHEN VISITED: Super Bowl Sunday at 10:30 AM
CLEANLINESS: A
OVERALL MERCHANDISING: B
CONSUMER INFORMATION: C
BREADTH OF SELECTION: A
PRICING: A
AVAILABILITY OF PERSONNEL: B
KNOWLEDGE OF PERSONNEL: B
UNIQUE FEATURES: B
HIGH POINT: The price/quality/value proposition is here — big time.
LOWEST POINT: Clerks having a tough time keeping up (but it was four hours before the Super

Bowl)
COMMENTS: This is where I shop, to escape the dreaded hi-lo pricing. Prices are good throughout the

store and the huge bulk food sections really make sense to me (I buy only the brown sugar I need for the
bananas foster, and I don’t throw away half the box every time when the rest goes rock hard). Produce
department has large and small plastic bags. Lots of signs. Don’t take credit card and pass on the savings.
How come stores that claim to make 1 percent can afford to pay the banks 2 percent for processing a
charge? The store is a warehouse but the employees wear white shirts and ties with matching aprons.

Store 2
Part of a large chain. This was remodeled as a concept store a little over a year ago. Store 1 is a few

block away.

Norwalk, Iowa

SHIPPERS &
DISTRIBUTORS

Joseph M. Comito, Charles Wetegrove Jr.
Keith Brooks, Kieran Comito, Christian Comito 

Bob Harper, Jon Miller, Steve Murphy, Brendan Comito

CAPITAL CITY
FRUIT CO. INC.
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515-981-5111

"LEADERS IN THE PRODUCE
INDUSTRY SINCE 1949."

IDEAL
SALES, INC.

will deliver the best 
possible product at the 

most competitive
pricing available.

Onions and 
Mixed Vegetables

800-999-7783
fax 214-421-0277 

Email: info@idealsales.com

www.idealsales.com

1406 Parker St Ste 202 
Dallas TX 75215
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WHEN VISITED: Tuesday at 6 PM

CLEANLINESS: A
OVERALL MERCHANDISING: A
CONSUMER INFORMATION: A
BREADTH OF SELECTION: A
PRICING: D
AVAILABILITY OF PERSONNEL: A
KNOWLEDGE OF PERSONNEL: A
UNIQUE FEATURES: A
HIGH POINT: The produce clerks rock — if you’re looking, they ask you if

they can help. Superior cullage
LOWEST POINT: softer lighting is part of the concept floor plan. Maybe

I’m just getting old, but I like bright lights. Hi-Lo pricing
COMMENTS: The produce guy, the butcher, the deli clerk and the check-

ers are just tops. You can’t spend time in the store without someone trying to
help you. My wife was looking for smaller bananas for the kids’ lunch; clerk
brings out a whole new box and digs through it to find five smaller bananas.

Store 3
Regional 20-something store chain based in the San Fernando Valley but

also in the high desert and southern San Joaquin Valley. Very Mexican. The
bus stop is right in front of the store. A van will take you home if you buy $25.
There is a WIC store right next to this market. It’s closed on Sunday, but I
don’t see any produce through the window.

WHEN VISITED: Sunday at 6 PM
CLEANLINESS: A
OVERALL MERCHANDISING: A
CONSUMER INFORMATION: C
BREADTH OF SELECTION: A
PRICING: A
AVAILABILITY OF PERSONNEL: A
KNOWLEDGE OF PERSONNEL: A
UNIQUE FEATURES: B
HIGH POINT: Three produce clerks working the displays at 6:00 on a

Sunday night.
LOWEST POINT: Big piled up displays: when I see grape bags piled eight

high I want to cry
COMMENTS: Produce and meat are high service and low price. These

places are always the best place to buy tomatoes. The center-store prices are
on the high side. There are ads on the floor that are not in the circular.
When you have an active wholesale market like Los Angeles, this kind of
chain can deal at the last minute and power up.

Of the Hispanic-oriented chains, which in our area means central west
Mexico, this carries a range of Central American, South American and
Caribbean produce. During the supermarket lockout, a friend who was too
scared to cross the picket lines would come here. Although she liked the
products and really appreciated the prices, being in a sea of Spanish-speaking
people freaked her out too much.

Store 4
Limited assortment store. Signage: a page-size printed label hanging off a

clothesline that runs over rows of drop pallets. Local franchisee

WHEN VISITED: Sunday at 5:30 PM
CLEANLINESS: B
OVERALL MERCHANDISING: D
CONSUMER INFORMATION: D
BREADTH OF SELECTION: D (but, hey, that’s the business model)
PRICING: A
AVAILABILITY OF PERSONNEL: D
KNOWLEDGE OF PERSONNEL: D
UNIQUE FEATURES: D
HIGH POINT: Small store — about 5000 square feet (that’s a good thing),

only 40 items in the department but they were the right items — not 400
non-produce items to distract you.

LOWEST POINT: About 25 percent of the items I would not even consider
buying; they had passed marginally unappealing but not yet totally disgusting.

COMMENTS: This is a treasure hunt store for me and I get joy in scoring
the occasional deal. Most of the regulars are ragged folks buying lots of
canned and frozen foods and getting into old cars with cracked windshields.

Store 5
This is part of a 9- or 10-store regional natural food store based in South-

ern California. 10,000-square-foot store, real-deal organic health food fanatics,
very nice and well-run shop. Definitely more Chardonnay socialist in a Volvo
than angry hippy on a bicycle.15 percent of square footage is vitamins.

WHEN VISITED: Thursday at 11:30 AM
CLEANLINESS: A
OVERALL MERCHANDISING: A
CONSUMER INFORMATION: A
BREADTH OF SELECTION: C
PRICING: D
AVAILABILITY OF PERSONNEL: A
KNOWLEDGE OF PERSONNEL: A
UNIQUE FEATURES: A
HIGH POINT: small, well-worked department. Only produce in the pro-

duce department. (All those fake soy concoctions we see in the produce
departments of organic wannabes are in other parts of the store where they
belong) And they sell the best tasting banana chips I’ve ever had.

LOWEST POINT: As they stocked only organic, they didn’t have a lot of
selection.

COMMENTS: These guys are true to their cause — only organic. If less
organic is available, they stock less stuff. Three cheers for seasonality. The pro-
duce clerk is passionate, which is why I generally try to avoid talking to him.
Ditto for the vitamin lady (yes, a full-time pill clerk in the natural food store).
The customers are mostly old ladies. I am not a fan of organic or natural, but
these people run a beautiful store, with interesting products and they are
closed on Sunday. Three cheers for resting on the 7th day.

Store 6
Warehouse, extreme-value format of a regional chain, lots of banners

pushing low prices and good products hanging from the ceiling, 11x8.5-inch
printout signage guaranteeing EDLP with the price in large print, the smaller
‘supermarket price’ in the bottom corner and ‘savings’ on the other bottom
corner. Signage used throughout the store. Store in a poor area within two
blocks of Stores 3 and 4.

WHEN VISITED: Sunday at 5 PM
CLEANLINESS: B
OVERALL MERCHANDISING: B
CONSUMER INFORMATION: C
BREADTH OF SELECTION: B
PRICING: A
AVAILABILITY OF PERSONNEL: B
KNOWLEDGE OF PERSONNEL: B
UNIQUE FEATURES: D
HIGH POINT: Considering the neighborhood was not the best, the dis-

plays were well ordered
LOWEST POINT: Bombers in the strawberries (wife said buy berries). Darn

clamshells!
In many warehouse stores, they put the shipping container on the shelf

and walk away. Despite the cement floor and rustic display tables, the pro-
duce had been well culled and had the appearance of a full-service supermar-
ket, not the abandoned look of so many low-labor formats.

Store 7
Dollar store concept — strong West Coast chain open 9 to 9, everyday

WHEN VISITED: Sunday at 6:30 PM
CLEANLINESS: B
OVERALL MERCHANDISING: D
CONSUMER INFORMATION: F
BREADTH OF SELECTION: D
PRICING: B
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HIGH POINT: Artistic merchandising, accurate signage, lots of space
between displays

LOWEST POINT: No one was there to help. One woman went racing by
me with a flat of strawberries that she was taking into a back room. It looked
heavy so I didn’t stop her. I waited awhile for her to come out but she didn’t.

COMMENTS: This store prides itself in delivering an excellent shopping
experience — at peak times you can sample gourmet cheeses, trendy soups
and many other high-end items. While it was enjoyable to explore the beauti-
ful produce department, I was disappointed no one was available to answer
my questions and give me a more satisfying shopping experience.

Store 2
High-end regional banner of a national chain

WHEN VISITED: Sunday at 9:30 AM

CLEANLINESS: A
OVERALL MERCHANDISING: B+
CONSUMER INFORMATION: B+
BREADTH OF SELECTION B
PRICING: B — clearly marked; prices are high without a loyalty card
AVAILABILITY OF PERSONNEL: A
KNOWLEDGE OF PERSONNEL: A — He could answer my question about

the nutrient content of beets and direct me to the pre-washed packaged ones
that were on the flier.

UNIQUE FEATURES: A — large organic section with varied items whose
prices were clearly marked with green rail cards

HIGH POINT: I liked the yellow bags to help differentiate the organic
items at checkout

LOWEST POINT: Small, crowded, not terribly well-organized department
with narrow aisles.

COMMENTS: This department is actually pretty consistent with what it
promises. Despite being small, a nice array of fresh items is available there.

Store 3
This store belongs to a national chain. This partic-

ular outlet has been updated to its latest concept.

WHEN VISITED: Sunday at 10:15 AM
CLEANLINESS: A
OVERALL MERCHANDISING: B
CONSUMER INFORMATION: B — lots of it, but not

all correct, e.g., Chilean cherries promoted as North-
west cherries

BREADTH OF SELECTION: B — very basic; few
organics or unique items. Caters to a very mainstream
shopper

PRICING: A — competitive, even without a loyalty
card

AVAILABILITY OF PERSONNEL: D — One person
walked through the department in the 20 minutes I
was there, and he was not a produce clerk.

KNOWLEDGE OF PERSONNEL: Hard to say
UNIQUE FEATURES: A — Seasonal promotion

featured key items very effectively; consistent informa-
tion on all selected items was conveyed on header
cards that looked alike. They shared country of origin,
nutrition, usage ideas, etc.

HIGH POINT: Very well-organized and neat — a
huge improvement with the recent remodel.

LOWEST POINT: I asked the employee who walked
through the department if I could talk to someone in
produce. Said yes and disappeared for long enough to
make me think no one was coming to help.

COMMENTS: I was intrigued because the advertis-
ing for this chain touts its organic offerings and yet
there were very few beyond the basics in produce.
Organic grocery items were plentiful, however. pb

AVAILABILITY OF PERSONNEL: F
KNOWLEDGE OF PERSONNEL: F
UNIQUE FEATURES: B
HIGH POINT: A dollar store with 25 produce items, one third under

refrigeration
LOWEST POINT: Totally abandoned display but that’s the business model
COMMENTS: Department consistent with treasure hunt and low ring. You

have to approach these stores with a buyer-beware attitude. The ring is low,
but is it a good value? Two bell peppers for a buck. Cheap, but I saw bigger,
nicer peppers at 44¢ each in another store.

NORTHWEST REPORT
Our final Mystery Shopper, who wished to remain anonymous, visited three

outlets in the Pacific Northwest, all on Sunday mornings.

Store 1
High-end local chain of 6 stores

WHEN VISITED: Sunday at 10:45 AM
CLEANLINESS: A
OVERALL MERCHANDISING: A++++ — beautiful array of top quality

items. I want to hire their produce manager to set up our PMA booth display!
CONSUMER INFORMATION: B — not much available, but what was there

was helpful and seemed accurate
BREADTH OF SELECTION: A
PRICING: B — high, but good value. Shoppers expect to pay a bit more.
AVAILABILITY OF PERSONNEL: C — helpful people at the check stand

but no one in produce
KNOWLEDGE OF PERSONNEL: hard to say
UNIQUE FEATURES: A — A gorgeous assortment of greens, peppers,

chilies, etc.
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Q. PBH has teamed up with the Centers for Disease Control and Pre-
vention (CDC) to create Fruits & Veggies — More Matters, a national
call-to-action campaign that you’ll debut to the public in March. Why did
you decide that now was time to change from the 5-A-Day strategy?

A. The latest edition of the Dietary Guidelines for Americans (2005)
recommends Americans consume from four to 13 servings a day
depending on age, sex and activity levels. There is no specific num-
ber for men, women and children like there was before. Most Amer-
icans need to more than double their current fruit and vegetable
consumption to meet the new guidelines. To some consumers,
numbers are daunting — especially the higher recommended num-
bers for fruits and vegetables in the new dietary guidelines — and
many view them as not attainable. It’s important we communicate
this new information to all consumers in an inspiring and effective
way without the guilt. Fruits & Veggies — More Matters does that.

Q. You were involved with the 5-A-Day program from the beginning.
What worked and what didn’t? What did you learn from that campaign
that will help you with the new one?

A. I was with PBH when it was first incorporated and when we
launched 5-A-Day in October 1991. We’re building on its success in
educating people of the importance of eating fruits and vegetables
to be healthy. We’ll continue to leverage the strong, successful
national consumer education infrastructure that 5-A-Day created.

Fruits & Veggies — More Matters will continue to convey the
important message about coloring the plate, as a variety of colorful
fruits and vegetables are great sources of many vitamins, minerals
and natural substances that may help protect us from chronic dis-
eases including stroke, certain types of cancer and heart disease.

5-A-Day has been good for us. We just think that we’re moving
to something that will be even better — something that will res-
onate with even more consumers.

Q. What are the major differences between the two campaigns?
A. 5-A-Day was more prescriptive or intellectual and Fruits &

Veggies — More Matters is more inspirational and solution-driven. 5-
A-Day was more about why to eat more fruits and vegetables; Fruits
& Veggies — More Matters is about teaching consumers how to do it.

Q. What kind of time and research went into creating More Matters?
A. The underlying research includes extensive qualitative and

quantitative research among more than 1,100 consumers, including
women, men, ‘tweens and children. Formative research also included
in-depth analyses of existing programs focused on encouraging
healthful eating, as well as detailed interviews with public health and
industry leaders, audience specialists and nutrition and health
experts. The visual identity of Fruits & Veggies — More Matters was
evaluated by a wide variety of men and women of varying ethnici-
ties, income, age and place of residence, who described the initia-
tive’s look and feel as strong and positive, communicating energy
and demonstrating the bountiful varieties available.

Q. How much should people really be eating? Why not just say that?
A. According to the new government dietary guidelines, no one

number works for everybody. We’ve found a number can be daunt-
ing to many people. Our message is that no matter how much they
currently eat, more is always better. With more than 90 percent of
the population needing to eat more, Fruits & Veggies — More Matters
works for everybody. If somebody really wants to know his or her
particular amount, information will be available on our Web site.

Q. You seem to really be going after moms. Why is that?
A. We felt we had to have one target group as our sweet spot —

not that the message won’t resonate with others. Mom was chosen
because of her inherent nurturing of the family, her responsibility

QUESTIONS FOR ELIZABETH PIVONKA

Q & A

Elizabeth Pivonka, Ph.D., R.D., has been involved with the Produce for Better Health Foundation, Wilmington, DE, since it was
incorporated in 1991 as a founding partner of the National 5-A-Day for Better Health Program. Serving first as director of nutrition
and science and then as deputy executive director, she was selected as president in 1997 by the Foundation’s board of trustees.

Pivonka, pictured with her daughter, Jennifer, is a nationally recognized expert on nutrition, often looked to by policy makers,
legislators, regulators, academia, industry professionals and consumer media. She has published in leading professional nutrition

science journals and is the co-author of 5-A-Day: The Better Health Cookbook. She spoke to PRODUCE BUSINESS contributing editor Jacqueline Ross
Lieberman about the creation of the foundation’s latest program, Fruits & Veggies — More Matters, which is being introduced this March.
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for the health of the family, for being the primary food decision
maker and because we felt we could tap into her sense of responsi-
bility. Most consumer research available shows a trend of industry
overall targeting the key decision maker — mom.

Sterling Brands’ and Ogilvy Public Relations also strongly rec-
ommended all of our extended partners try to target moms to use
our collective limited resources most effectively and ultimately have
the greatest impact nationwide. Funding sources and state priorities
are such that many of our state and local health department part-
ners and their programs must target a specific audience who may
not be moms. The brand was tested with 1,033 consumers to get a
broad general population reaction to the brand positioning and
identity, and it tested quite well, so any audience targeted will likely
respond well. The new brand was also tested with representative
samples of Hispanic, African-American and Caucasian populations
at both low and middle income levels, and there was no difference
in appeal by ethnicity or income level.

Q. How will this new program put more emphasis on all forms of pro-
duce, as opposed to only fresh?

A. 5-A-Day was more than simply fresh as well, but everybody
seemed to have the perception that it was fresh. One of the mes-
sages we heard loud and clear from the consumer research is moms
felt relieved to know all forms of fruits and vegetables counted.
They felt guilty if it wasn’t fresh. We want to take away the guilt.
You will see more emphasis of all forms on the new Web site, in our
consumer education materials and in our consumer press materials.

Q. How do you incorporate these tips in your own life?
A. I find it easy to include fruits and vegetables in my diet. I have

them at home, pack them in my lunch, eat out at places that offer sal-
ads and prepare dishes over the weekend. In addition to the variety I

eat, I’ll often have a couple of fruits or vegetables I focus on finding
new ways to prepare. Right now I’m working on butternut squash
and eggplant. In the past it’s been fennel, broccoli rabe, pomegran-
ates, red cabbage, avocados, rhubarb, zucchini, okra, citrus. . .

What’s harder is getting the rest of the family to eat them. I try to
make sure there is fruit in their lunch and some fruit or veggie they
each like at dinner. I count pumpkin pie, spaghetti sauce, home-
made mashed potatoes, strawberry shortcake, beans, soup, chili,
fruit in Jell-O. If it contains a real fruit or vegetable, I count it. I also
cut up fruit, serve canned pears, packaged salads or raw carrots or
celery at each meal. 

Q. In November, you held an event to introduce More Matters to edi-
tors of long-lead consumer magazines for their spring issues. Who showed
up and what was their reaction?

A. Those who attended included Good Housekeeping, Food &
Wine, First for Women, Cookie, Prevention, Child, All You, Parenting,
Quick & Simple, Working Mother, Shape, American Baby, Family Circle,
Women’s Health, Woman’s Day and Natural Health. Several others
couldn’t make it that day, but we sent press kits to them.

They understood why we were making the change and really
liked it! Many of them said their readers tell them the same thing —
they know they should eat fruits and vegetables; they just need help
doing it. And, by the way, they don’t want to be made to feel guilty.
I also thought it was particularly important that CDC joined us at
the event, thereby showing a unified front about the new brand.

Q. Tell us about More Matters website.
A. Our new consumer Web site, www.fruitsandveggiesmoremat-

ters.org, will launch officially in March and will be rich with tips and
advice and will provide an interactive forum for moms and families
to share creative serving ideas, recipes and more. pb
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“We’re always looking for chain business,” says
Pete Napolitano, produce buyer, S. Katzman Pro-
duce, Inc., Bronx, NY. Because of the low markup
on produce, “We work on volume. And they’ve got
volume.”

“I would say it’s probably 80 percent of our busi-
ness,” says Mike Maxwell, president, Philadelphia,
PA-based Procacci Brothers Sales Corp., growers,
importers, repackers and distributors of produce
with 32 acres and seven refrigerated buildings out-
side of the Philadelphia terminal market.

Wholesalers are often the go-tos for shorts and
fill-ins. “If their trucks are late or delayed or if they
need fill-ins, they’ll call us,” says Napolitano. But
there are plenty of incentives to use wholesalers as
regular suppliers.

“Basically, in this day and age, retailer buyers
have limited time to buy produce. We
help them,” says Maxwell. “It’s all
about service. We’ve got a working
relationship with all of our retailers.
We make their lives easier.”

“We believe in customer service,”
agrees Napolitano. “And the cus-
tomer is always right.”

“The trick to being a sales guy is
not to sell something today. The trick
is to get them back tomorrow,” says
Gib Papazian II, president, Lucky
Strike Farms, Inc., San Bruno, CA.
“One size does not fit all. We treat
each one of our customers different-
ly, based on what their needs are. We
are as much consultants as we are
produce shippers.”

An important part of the service
wholesalers offer is a knowledgeable

sales team. The staff of Lucky Strike Farms has a
multitude of experience in produce that customers
find helpful, according to Papazian. “Nobody’s going
to ask a question here that someone in the office
can’t answer. One of the main services that we pro-
vide is expertise.” Often, he says, “It’s a simple mat-
ter of what you can substitute and what you can’t.”
His job is to know what the end consumers are
going to use an item for. So, for instance, he knows
that shoppers may want jumbos but are willing to
accept large.

Alan Siger, president, Consumers Produce Com-
pany, Pittsburgh, PA, believes working together
with the retailer is key to good service. “There’s no
such thing as a one-sided good deal. It’s a good deal
for both sides,” says Siger. “We’re a service business.
We try to take the hassles out of their lives. We run
24 hours a day, seven days a week.” He says he can
deliver product to a chain’s warehouse within hours
of an order.

Long gone are the days when stores were
expected to pick up or pay extra for delivery.
Matthew D’Arrigo, vice president, D’Arrigo Bros. of
New York, Inc., Bronx, NY, says his customers come
to him because, “We offer 7-day delivery service for
a full line of fruits and vegetables at a reasonable
price within two to four hours to their door.”

Napolitano points out that the free delivery
wholesalers offer can save retailers money,
“because of gas prices and things like that.”

Every wholesaler specializes in something dif-
ferent. Some, like D’Arrigo Bros., carry a full line of
produce. Indianapolis Fruit Company in Indianapo-
lis, IN, offers a line of fresh-cut fruits and vegeta-
bles in additional to other produce items. “Our Gar-
den Cut line is done in-house — that’s a nice oppor-
tunity for retailers,” says Shane Towne, marketing
and new business development coordinator. “We
are a full-service distribution company. We’re also a
certified organic distribution company,” which

Most wholesalers agree they want to do
more business with chain supermarkets. 

Wholesalers Reach For 
Chain Supermarket Business
Wholesalers offer plenty of services that make them 
a good option for more than just shorts and fill-ins.
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315 Hunts Point Terminal Market • Bronx, New York 10474

800-223-8080
718-991-5900

D’ARRIGO BROS.
CO. OF NEW YORK

Family-owned and
operated D’Arrigo Bros. Co.
of New York has served the
New York metropolitan area
for over 50 years, offering a
full line of commodities and
delivery available every day
of the week. 

Currently located in 24
units on Row C at the
Hunts Point Market,
D’Arrigo Bros. Co. of New
York takes pride in offering
customers the highest
quality produce.

Remember D’Arrigo Bros.
Co. of New York when
anything less than the
highest quality produce
just won’t do! 
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means it can also provide fresh-cut organic
produce.

Some, including Lucky Strike, may carry
mostly vegetables and very little fruit. Lucky
Strike also specializes in working with small-
er companies. “Over the years, we have got-
ten away from the enormous chains. We are
geared more towards medium-sized chains
and independent stores,” says Papazian.
Finding wholesalers that are right for the
retailer can make a huge difference.

THE  R IGHT  PRODUCTS
According to Steven Piazza, president,

priced items like these because it eliminates
the chance they will be improperly rung-up
at the register.

Strube Celery and Vegetable Co. in
Chicago, IL, specializes in customized pro-
grams to fit the needs of each neighborhood.
“It kind of takes the chain store closer to the
neighborhood. That’s a big opportunity,”
says David Watson, president and COO.

Jinju Wilder-Yamada, president, Coast
Produce Company, Los Angeles, CA, says
her company specializes in marketing to
each neighborhood’s demographic profile.
For example, says Wilder, “We provide the

Everett, MA-based Community-Suffolk, a
wholesaler specializing in vegetables and
some citrus, chain-store buyers like being
able to order new products in small
amounts to see how well they sell.

The ability to buy in small quantities is a
plus for ethnic specialties and organics, as
well, says Maxwell. “They’re tough to pro-
cure unless you buy them in big volume,”
he explains. “Maybe 40 pounds is too much
for an individual retail store. We can break it
up into 20-pound packages.” Procacci Broth-
ers will also put scan bars on individual
items, a big plus when it comes to higher-

Going To Market

Y ears ago, it was much more com-
mon to see produce buyers walking
the “street,” or terminal market,

according to Pete Napolitano, produce
buyer, S. Katzman Produce, Inc., Bronx,
NY. Now, plenty of business is conducted
by phone, fax or even e-mail, but some
retailers are rediscovering that it pays to
walk around the market, where they can
see what is new and compare quality and
price on the spot. “Sometimes, for
instance, broccoli could be $24, where it’s
down to $16 at the terminal,” says
Napolitano.

“The chain stores are here on a week-
ly basis to buy products,” says David Wat-
son, president and COO, Strube Celery
and Vegetable Co., Chicago, IL. For a
while, he says, many chain store buyers
stopped coming to the market. Now that
they are returning, many are discovering
the opportunity to see all that is available
in one central location, such as new spe-
cialty items, organics, floral products and
produce that has just come in season.
“That’s a big advantage,” he says.

“I think the big chains, if they were
smart, would spend more time buying on
the street, not on the phone,” asserts Gib
Papazian II, president, Lucky Strike Farms,
Inc., San Bruno, CA.

Although taking to “the street” is a
good option, simply keeping in touch
with wholesalers can achieve the same
effect. “If the chains are maintaining a
relationship with the local wholesalers,
it’s a big plus to them,” says Jinju Wilder-
Yamada, president, Coast Produce Com-
pany, Los Angeles, CA. “We alert our cus-
tomers to new items, seasonal — just
available — items, and specialty items to
promote,” she says, so that stores can be
on top of the game. pb

34 Market St Suite 20 • Boston, Massachusetts 02149-5806

Phone: 617-381-0065 • Toll Free: 877-836-6295 • Fax: 617-381-0067

David Patnaude, Manager, Cell: 617-224-7442
E-mail: dpatnaude@ctcproduce.com

Bob Keigan, Senior Account Executive, Cell: 617-224-6419
E-mail: bkeigan@ctcproduce.com

Sean Murdock, Sales, Cell: 617-224-6420
E-mail: smurdock@ctcproduce.com

John J Finn III, Sales, Cell: 617-605-5596
E-mail: jfinn@ctcproduce.com

Coast-To-Coast would like to take this opportunity to thank our loyal
suppliers and customers for their continued support.

We specialize in melons, grapes and citrus
procurement from all major growing areas

Please contact us to fulfill your need for quality transportation
services, backed by our 24/7 personal commitment.
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demographic information and the cultural
knowledge to help the retailer identify stores
that should participate in an ethnic market-
ing program.” The company’s database con-
tains demographics for each zip code and
can break it down into individual ethnic
groups. For instance, the database may tell
that not only are 20 percent of the people in
an area Asian but also that 15 percent are
Filipino and five percent are Chinese.

“What we do is help them identify the
most-used items in that ethnicity’s cuisine,”
she says. Many retailers are surprised to
find that, in addition to specialty items, typi-
cal produce items — such as peppers and
onions — are high on that list. Other special-
ty items may sell well but in smaller quanti-
ties. “We supply the product in pack sizes
that make sense for their projected volume
in the ethnic items. In some cases, we will
even pack a 5-pound case of chiles that typi-
cally are sold in a 40-pound case.”

Repacking specialty items is a common
practice for wholesalers, especially for spe-
cialty items. “We do a lot of repacking items
into smaller weights,” says Brett Combs,
president, Combs Produce, LP, Dallas, TX.
For example, the company can provide 10-
pound cases of jalapeño, habanero or serra-
no chile peppers. 

Some wholesalers, such as Strube Veg-
etable Co., also do value-added repacking.

MARKET ING SAVVY
One of Coast’s biggest services is helping

stores promote the ethnic specialty items
they sell. “We will provide in-store signage
and flyers in the relevant languages to help
the retailer reach out to the consumers in
their stores,” says Wilder. “We will send a
team of merchandisers to the store to help
re-set the store to accommodate the addi-

tional items or to create promotional dis-
plays. We will also educate the produce
department employees on the store’s demo-
graphics, the products their ethnic cus-
tomers commonly use in their cuisine and
the proper handling of these items. We also
help our customers make sure they are
addressing their customers’ holidays, such
as Chinese New Year.”

Indianapolis Fruit considers educating
retailers a key part of its service. “We have a
strong dedication to educating our cus-
tomers,” says Towne. Along with putting
together publications to help educate retail-
ers, the company puts on yearly educational
seminars for its customers. This February,
the theme was Winning at Retail: Preparing
for the future. Creating a retail experience.
Developing a destination department.

In addition to educating retailers, many
wholesalers reach out to educate consumers
with a whole gamut of services, including
ads, signage and in-store demos.

EASY  ORDER ING
Many wholesalers participate in electron-

ic data interchange (EDI) transfers that
ensure continuous replenishment of prod-
ucts without any work on the part of the
retailer. “There are a lot of these different

Many wholesalers

reach out to educate

consumers with a

whole gamut of 

services, including

ads, signage and 

in-store demos.
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EDI companies out there,” says Maxwell of
Procacci Brothers. “Everyone has their own
procurement data system. We’re up on all of
that. It’s the way of the future.”

“Currently, we do EDI with three chain
stores,” says Community-Suffolk’s Piazza.
Although he prefers to focus on face-to-face
interaction with customers, “EDI is certainly
an up-and-coming part of our business.”

Watson says Strube uses an electronic
trading program called itrade. “You offer
them the product on electronic itrade
instead of calling them or faxing them,” he
explains. “It saves them a lot of time, espe-
cially in today’s age when buyers are
responsible for multiple categories.”

Not everyone agrees electronic ordering
holds all the answers. “Things like EDI are
just tools to service our customers,” says
Consumers’ Siger. “The important thing is
we have the skills. Our sales staff is extreme-
ly knowledgeable and hard-working.”

“EDI is something we’ve looked into,”
says Towne, but, he adds, “We’ve put more
into the ‘personal touch.’ We dedicate more
time to talking to the retailer.”

A  CLOSER  LOOK
When wholesalers are nearby, it is easy

to stop by and inspect product or check on a
company’s food safety measures to make
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sure they meet your needs. “We encourage
our customers to visit us,” says Maxwell.
“Our facilities are our best sales tool.”

“We have a 100 percent open-door poli-
cy,” says Towne. “We actually challenge
retailers to come in unannounced.”

Not everyone takes advantage of this
opportunity. Piazza says that most of his
customers never bother to see what goes on
at his facilities. “It’s more of our responsibili-
ty to show them that we’ve got a good, clean
facility,” so he does what he can to relieve
retailers of the burden of having to check up
on them.

At Lucky Strike Farms, says Papazian,
“Everything is tested. We watch the fields
like a hawk.” Because his customers know
this, most do not feel the need to check on
the company’s food-safety procedures.

“All of our customers demand we have
state-of-the-art safety procedures in place,”
says Siger. “And we have since we moved
into these facilities 10 years ago. We were
ahead of the curve on that.”

Napolitano believes most chains feel
comfortable ordering produce from Katz-
man without a personal inspection. “Don’t
forget, when the product goes to our ware-
house, it goes through an inspector. We’re
very careful to make sure their products
meet their specs.” pb
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MASTERS OF
MERCHANDISING

6th Annual



Each vendor worked hard to produce a piece of advice for the
industry on how to more effectively merchandise the product cate-
gory at hand. By sharing knowledge acquired while working with
retailers throughout North America, these vendors help retailers
move more product, help producers find outlets for production and
help the world by encouraging a more healthful diet.

Increasing sales of fruits and vegetables is not only a matter of
big pronouncements, such as the Fruits & Veggies — More Matters!
program. Sales in general can increase only if sales of specific items
increase. That means knowing how to build consumer trial and how
to offer the most effective assortment; it means knowing how to
market things on a day-to-day basis and how to do some out-of-
the-box things just to keep consumer interest high.

Retailers, please take the time to review this offering carefully.
When did you last think about how to increase sales of pluots? Or

E
very once in a while, the opportunity presents itself to do
well while also doing good. Such is the case with this, our
sixth annual Masters of Merchandising supplement. The
industry owes a tip of the hat to the collection of industry
leaders who elected to invest with us in a marketing vehi-

cle that is both promotional and educational.
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As retailers consolidate, they are in a position
to expect more support from producers, and
intellectual capital is just about the most 
valuable support one can provide.
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chestnuts? Or leafy greens? Here is a chance to think of things in a
different way. When did you last really consider how to best sell
bananas — was it when you were a produce department manager
10, 20 or 30 years ago? Here is an opportunity to revisit old subjects
with a different perspective.

The sponsors of this year’s Masters of Merchandising section are a
special breed. We spoke to many producers who declined to partici-
pate, saying they simply had no idea how to merchandise their own
items effectively. When we offered to help them research the mat-
ter, we encountered all too many vendors who said, “That is the
retailer’s problem; we just book loads.” 

Merchandising is everyone’s problem, and in the produce indus-
try, The Times, They Are A-Changin’. As retailers consolidate, they are
in a position to expect more support from producers, and 
intellectual capital is just about the most valuable support one 
can provide.

So kudos to our Masters of Merchandising sponsors. If you would
like additional copies of the Masters of Merchandising supplement,
please use the order form below. If you are a vendor and would like
to see your category included next year, please use the same form.

There is always a temptation to try to keep knowledge tightly
protected and controlled, but oftentimes what goes around comes
around, and in sharing their knowledge, our sponsors are giving the
industry a great gift. May it return to them many times over.

As an added service to our retail readers, we’re printing additional
copies of this guide, so if you would like extra copies of the 2007
Masters of Merchandising supplement to give to your colleagues,
please fill out the form below and fax or mail it to us. For the cost of

shipping and handling, we’ll send you up to five supplements, so
they will be available on a first-come basis.

If you require larger quantities for distribution to store-level per-
sonnel, please call our offices at 561-994-1118 for information on
customized reprints. pb
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Out-of - the-Box
Promotional Ideas

Have an apple-bobbing contest in 
store with prizes for the children.

Demo varieties consumers are not as 
familiar with.

Demo candy and caramel apples with
different varieties of apples.

Hold “apple tastings” at which 
different varieties are sampled like 
fine wines.

Recommended Display Ideas
As a high-volume produce item available all

year-round, well-merchandised apple displays will
justify generous space allocations in every produce
department. The four building blocks of an 
effective apple display are multiple varieties, 
multiple packs, tie-in items and ease-of-use items.

With about 20 commercial varieties of apples,
a department should be carrying as large an
assortment as space allows, certainly no less than 
a dozen at peak season. The varieties chosen
should always include red, yellow and green
apples with reds in various striations.

Large bulk displays of apples are beautiful and
will create that farm-stand feeling. The same 
varieties can be displayed in different sizes and
grades by selling tray-wrapped and bagged apples
which, combined with the bulk, 
communicates a plethora of consumer choice.

Tie-in items include dips and caramel or
candy-apple kits, which promote usage. 
Ease-of-use items for apples include peelers, 
corers and sectioners, which help overcome 
objections to buying apples. In addition, fresh-cut
apple slices are becoming more and more 
popular, although these are often displayed 
separately with fresh-cut fruit.

Ideally, apples will always be refrigerated.
Large dry tables and waterfall displays can 
increase sales substantially, but as apples out of
refrigeration decay 10 times faster than 
refrigerated apples, allowing apples to sit 
unrefrigerated can both increase shrink and
reduce customer satisfaction with the product.

Point Of Purchase/Signage
With so many varieties on the market, the key

signage needs are first to differentiate the varieties
of apples, second to explain the taste and usage of
each variety. Signage should also be used to tie
the different elements of the display together. 
For example, put a sign above the caramel and 
candy-apple kits pointing out that the tart taste of
a Granny Smith is the perfect counterbalance to
the sweetness of a candy or caramel coating.

Variety And Availability Guide
Domestically grown apples are commonly

placed in controlled-atmosphere storage to
provide continuous availability of many varieties
such as Braeburn, Cameo, Fuji, Gala, Golden 
Delicious, Granny Smith and Red Delicious. In
addition imported apples, particularly from New
Zealand, often appear on the market if domestic
prices are adequate to support the import.

Other varieties, including Cortland,

mealy. The biggest risk is retailers or consumers
letting apples sit out of refrigeration for too long. 

Display Care And Handling
Don’t think of apples as “hardware” — apples

need refrigeration and bruise easily if they are
dumped on the display or are allowed to fall to
the floor. Apples also are hurt by high-temperature
lighting directed on the apple display.

If apples are dull or greasy looking, they
should be removed from the display, as should
apples with bruises or soft spots. Proper rotation
procedures both in the back room and on display
are crucial to maintaining the quality of your apple
display. Do not mist apples. 

Backroom Receiving And 
Preparation Procedures

Remember that apples are ethylene producers
and should not be stored or transported with 
ethylene-sensitive items. The refrigeration chain
should not be broken. This is especially important
with controlled atmosphere fruit, as it is most 
susceptible to becoming mealy. 

Cross-Merchandising Opportunities
In addition to dedicated tie-in items, apples

can be promoted with all baking items, make
excellent promos with peanut butter and make a
perfect promo item with cheese and grapes for
cheese trays. Apples are often commonly cooked
with protein items such as pork, and supplemental
displays with recipe cards are advisable in the
meat department for major holidays.

KINGSBURG ORCHARDS
Phone: 559-897-2986 

Fax: 559-897-4532
www.kingsburgorchards.com
Sales@kingsburgorchards.com
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Carry bulk, trayed 
and bagged apples. 

Carry an extensive 
selection of varieties.

Refrigerate to maintain 
quality.

Educate consumers as to the 
difference between varieties.

Use consumers’ predisposi-
tion to see apples as health-
ful and market them as such.

Crispin/Mutsu, Empire, Idared, Jonagold,
Jonathan, McIntosh, Pink Lady, Rome,
Winesap/Stayman and York, are usually 
abundantly available in the fall and winter but
may be unavailable in spring and summer.

A few varieties, such as Gravenstein, can have
more restricted availability.

Although Washington State is the No. 1
producer of domestic apples, the state does not
grow all varieties, and apple quality and pricing
can differ depending on where the apples grow,
so buyers must be certain to consider all available
sources of supply.

Promotional/Advertising Ideas
Apples have traditional association with fall

promotions, and National Apple Month is a 
3-month-long promotional campaign covering
September, October and November during which
apples should receive special attention.

Smaller apples make ideal “back to school”
promos, and apples can be promoted for dipping
games at Halloween parties; candy and caramel
apples traditionally are tied in with Halloween 
and Thanksgiving.

Health-related promos are logical due to
apples’ traditional association with keeping the
doctor away. Tie-ins with 5-A-Day The Color Way
are easy as apples fall into several colors.

During holiday time, make sure to promote
apples for baking. Baked apples are a classic, and
apples are also used for making a plethora of
cakes, pies and cookies. 

Ripeness Recommendations
A good apple is crisp and juicy. Pick an apple

too early and it lacks sweetness; let it get 
over-mature and it won’t crunch and may be

http://www.kingsburgorchards.com
mailto:Sales@kingsburgorchards.com
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Color Splash. Give your 
produce display some color.
Carry multiple Pluot 
varieties at once. All 
different, all delicious!

In-store demos: One bite of
our fruits & you’re hooked!

Cross-merchandise: Asian
Pears & Pluots are GREAT in
salads and desserts.
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Out-of - the-Box
Promotional Ideas

Grower GUARANTEE! Our family
growers guarantee with every bite of
our EXCLUSIVE fruits, your shoppers
with encounter a “WOW” experience. If
not, have them fill out our “WOW”
guarantee card and one of our growers
will hand select and mail a box that will
go to their home. Create a “nothing-to-
lose” mindset in your produce depart-
ment.

Recommended Display Ideas
Though apple pears, pluots and white-fleshed

stone fruit may appear to be unrelated, there are
several characteristics uniting them:

1) All of these items are upscale alternatives 
to the conventional items sold in the produce 
department. Therefore, they are extremely 
effective at positioning your department 
and store as leaders in variety and in keeping 
consumer interest.

2) These items are relatively unknown to 
consumers so when merchandising, you should
always have them sliced open so consumers can
see the interiors of them. This is particularly impor-
tant for the white-flesh fruit, where it is the mar-
keting key is the distinction of the flesh.

3) Many specialty items are interesting but
lack the flavor necessary to bring back the 
consumer for more. The flavor of apple pears, 
pluots and white-fleshed stone fruit, however, is
delicious and interesting. As such, sampling and
demos are to be highly recommended.

All three of these items offer the retailer the
chance to increase the total dollars spent in the
produce department by offering consumers a
higher priced, higher value alternative. The key 
is to merchandise the items to emphasize their 
distinction and quality so the consumers are
happy to pay more.

Point Of Purchase/Signage
In thousands of letters received from 

consumers who have sampled apple pears, 
pluots and white-fleshed stone fruit, the three
most-used descriptions are: 1) Great tasting, 2)
Juicy and 3) Crunchy. Signage reflecting these
attributes will increase impulse sales.

Variety And Availability Guide
Apple pears are available year-round, with

supplies mainly coming from California, Washing-
ton, Oregon, Chile, Japan and New Zealand.

Pluots are available May through September.
White-fleshed peaches and nectarines are

available May through September. 

Promotional/Advertising Ideas
Promoting these items can be fun! Lots of

interesting stories can be told of how Mr. Plum
met Miss Apricot and how the delicious Pluot was
born. Consumers love apricots and plums for their
uniqueness. Now you can give consumers a little
twist of the unique flavors of a plum with the 
special characteristics of an apricot. Displays 
having pluots centered with plums on one side

fruit on smooth-paved roads to take them to our
state-of-the-art packing facility.

At store level, merchandisers should show
great respect for the fruit, by not dumping the
fruit from the box, but hand-placing the fruit in
order to continue the chain of presentation 
all the way to the consumer.

Cross-Merchandising Opportunities
Apple pears, pluots and white-fleshed 

stone fruit are not only perfectly suited for 
eating out-of-hand, but they are also excellent
dessert items. All three fruits offer a unique taste
many dinner guests may not be familiar with, 
so the following suggested dessert options 
and complementary product pairings will 
encourage sales:

• After dinner, try fresh apple pears with 
Stilton cheese

• Pluot and white-fleshed fruit tarts — don’t
forget the pie shells

• Fruit suspended in Jell-o
• Pluot and white-fleshed fruit sorbet makings
• Ice cream goes well with apple pears, pluots

and white-fleshed stone fruit. Offer coupons
attracting shoppers to the frozen dessert
aisle and vice versa 

• A new twist on salads these days is 
incorporating sweet fruit in mixed-greens
salads. All three of these fruit lend 
themselves well to salads.and apricots on the other illustrate the bridge

between the two stone fruit varieties. 
For apple pears, retailers can conjure up

images of an exotic voyage of the apple pear 
coming across the ocean to North America. 

White-fleshed peaches and nectarines also
have a unique story to tell: Instead of Mother
Nature taking the time to make the fruit colorful,
all her efforts are put into the flavor of the fruit.

Ripeness Recommendations
Apple pears, pluots and white-fleshed stone

fruit are picked with optimum ripeness and will
retain high sugar levels throughout the sales
process. These tree-ripe fruit are sweet and
crunchy all the way to the consumer’s counter.

Display Care And Handling
Remember, as in all fruit, apple pears, pluots

and white-fleshed stone fruit are perishable, so
work your displays accordingly. At Kingsburg
Orchards, we go to great lengths in the field to
harvest the fruit in cotton gloves, wrap the fruit in
tissue, place the fruit in small individual boxes so
the fruit does not bruise and then transport the

KINGSBURG ORCHARDS
Phone: 559-897-2986 

Fax: 559-897-4532
www.kingsburgorchards.com
Sales@kingsburgorchards.com

http://www.kingsburgorchards.com
mailto:Sales@kingsburgorchards.com
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CALIFORNIA AVOCADO COMMISSION
38 Discovery, Suite 150
Irvine, CA 92618-3105
Phone: 949-341-1955

Fax: 949-341-1970
www.avocado.org

dcruz@avocado.org
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Visit avocado.org/retail for
merchandising information,
materials and retail support.

The avocado category has
seen growth in every region
of the country.

Offering a two-size program
is an effective means to help
build the California avocado
category.

Promote Ripe California 
avocados regularly to
increase shopper awareness
and category growth.

Visit avoHQ.com for 
the most current crop 
information, category data
and marketing information.

Signage
• Use “Ripe” and “Ready to Eat” signage on

displays of Ripe Hass avocados.
• Feature recipes and usage ideas to spark 

consumer purchase.
• Draw your shoppers’ attention to displays of

Organic California avocados and Lamb Hass
avocados with point-of-sale signage.

Nutrition
• Provide nutritional information to encourage

purchase: 
— One-fifth of a medium avocado, or

about one ounce, has 50 calories 
and contributes 20 beneficial nutrients
to the diet. 

— Avocados act as a “nutrient booster” by
enabling the body to absorb more fat-
soluble nutrients, such as alpha- and
beta-carotene as well as lutein, in foods
that are eaten with the fruit. 

— Avocados are a good way to get more
lutein into the diet. An ounce of avoca-
do contains 77 micrograms of lutein.

— Avocados can help consumers meet the
dietary guidelines of the American
Heart Association, which are to eat a
diet that is low to moderate in fat. The
fats should be primarily unsaturated
and low in saturated fat and cholesterol.
The avocado is virtually the only fruit
that has monounsaturated fat. 

— When used instead of other fats, 
avocados can be a satisfying addition 
to a calorie-reduced diet.

What Makes This Category Important To The
Produce Department?

• The growth of the avocado category 
continues to soar, up 145 percent in same-
store volume over the last 5 years.**

• Consumer demand is at an all-time high —
and growing. 

Promotional/Advertising Ideas
• Special occasions and events drive avocado

sales: Super Bowl, Cinco de Mayo, Fourth of
July, Mother’s Day, Labor Day, St. Patrick’s
Day, Final Four Basketball, Memorial Day, Tail-
gating opportunities, World Series, Thanksgiv-
ing, New Year’s, other events and holidays. 

• Consumers think of avocados as a celebration
food. Everyday is an opportunity to promote
— 365 days a year!

• Ripeness Recommendations
— Display ample amounts of Ripe Hass 

avocados to capitalize on your shoppers’
demand for ripe avocados (as much as
four to one over firm fruit).*

• Research indicates that 77 percent of 
shoppers purchasing avocados plan to eat
them within 48 hours.*

— “Ripe” stickered fruit can outsell non-
stickered fruit by as much as 28 percent.* 

— When advertised and promoted, “Ripe”
stickered avocados can increase sales by
44 percent.*

Recommended Display Ideas
• Display California avocados in a prominent,

permanent location and in a secondary
impulse location.

• A two-size strategy (selling both large- and
small-size avocados) can increase category
volume and sales by nearly 100 percent.* 

• Position a secondary display of avocados in 
a featured location to boost shopper 
awareness and sales.

— Bagged California avocados may be 
used as a secondary display.

— Bags may generate sales up to 53 more
units per store, per week than stores
without bags.*

• Display Ripe and breaking fruit to increase
sales volume by nearly 7.3 percent and sales
by over 10 percent.*

• Display California avocados with tomatoes
and onions for a colorful display and
increased sales:

— When displayed with tomatoes, sales 
of California avocados can increase 
up to 12 percent.*

Cross-Merchandising Opportunities 
• Promoting California avocados along side 

complementary foods provides more buying
options for shoppers and maximizes sales
opportunities.

• California avocados provide several 
cross-merchandising opportunities with other
grocery and produce items: limes, lemons,
peppers, snacks, bagged salads, sandwich 
and hamburger items, soups, pizzas, ethnic
foods, wines and more. 

Display Care And Handling
• Rotate and refresh displays daily.
• Never display avocados near misting systems,

on wet-racks or on refrigerated displays below
42° Fahrenheit. 

• Handle avocados gently to avoid bruising.

Backroom Receiving And 
Preparation Procedures

• Bring the avocados inside the store 
immediately upon arrival. 

• Place boxes with soft fruit on top and those
with hard fruit on the bottom. 

• In general, firm preconditioned fruit can be
held at room temperature for three to five days
and breaking to ripe fruit for two to three days. 

• Breaking and ripe fruit may be stored in a cooler. 
• Avoid chill damage; do not store hard, 

non-breaking fruit below 45° Fahrenheit.

Variety And Availability Guide
• Hass avocados represent well over 90 percent

of the total category volume.
• Other delicious California varieties include

Lamb Hass (a summer Hass-like variety), Bacon,
Gwen, Fuerte, Pinkerton, Reed and Zutano.

• Organic California avocados continue to gain
favor with consumers.

Contact the California Avocado Commission
for more information about:
• Nutritional research and studies
• In-store ripeness audits
• Best practices merchandising research
• Avocado business reviews
• Promotional opportunities
• Co-marketing programs 
• Customized promotions
• Point-of-sale material 
• Consumer advertising

*Based on California Avocado Commission Best
Practices Research

** IRI/FreshLook Marketing 2005

http://www.avocado.org
mailto:dcruz@avocado.org
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BROOKS TROPICAL
18400 SW 256th Street
Homestead, FL 33090
Phone: 305.247.3544

Toll free: 800.327.4833
Fax: 305.246.5827

www.brookstropicals.com
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Introducing SlimCado®

It’s the green-skinned avocado from Southern
Florida that can grow category sales without 
taking up a lot of space. With half the fat and 35
percent fewer calories than the leading California
avocado, SlimCados complement your current
avocado offering, giving health-conscious 
customers an alternative. 

Larger in size, these Florida avocados draw
plenty of attention. They have a distinctively light
avocado taste that is often described as nutty or
buttery. 

Knowing this Florida avocado’s nutritional
value will tempt consumers to use avocados more
often and in many more ways. 

• Green salads get noticed when tossed with
morsels of SlimCado. 

• Small cold cubes of SlimCado floating on
the top of hot soups provide an appetizing
dichotomy of cold vs. hot and zesty vs.
fresh.

• Large Florida avocados make chunkier 
guacamole. When this party dip has less fat
and fewer calories, consumers will enjoy it
more often.

• Nothing tops a sandwich or a hamburger
better than thin slices of a Florida avocado. 

• Cut a Florida avocado in half and fill it with
your favorite seafood salad. This avocado is
big enough to use as a bowl, allowing two
distinctive tastes and textures to be savored
in each spoonful.

• And finally, there’s the simple joy of a Florida
avocado cut in half with just a squeeze of
lime on top and eaten with a spoon.

Avocados aren’t just for parties. Any meal can
be made into a little celebration with SlimCados.

Besides being lower in fat and calories, the
Florida avocado is also rich in vitamin A, high in
potassium and cholesterol free. SlimCados are not
genetically modified — they come by these 
characteristics naturally.

and salads of tailgate parties with the Florida 
avocado’s tropical taste, which goes well with
autumn’s typical fare. 

Traditional holiday favorites can be high in
calories and fat. SlimCados make a healthful 
alternative side dish for those special meals.

Ripeness
A Florida avocado stays green as it ripens. It’s

ready to eat when it gives to gentle pressure.
SlimCados ripen quickly at room temperature

and are sensitive to ethylene.

Display Care And Handling
Display enough to sell in one day, roughly 15

to 30 pieces (depending on the traffic in your
store). When replenishing, rotate any leftover 
day-old fruit to the front.

Optimum Shelf Life
Brooks’ Continuous Cold Chain® keeps

SlimCados at their best from the field to your
store. The first link in the chain is the hydrocooling
that is done immediately after harvesting. Hydro-
cooling takes the tropical heat out while keeping
the fruit’s freshness in. The chain continues with
these green-skinned avocados being stored in
dedicated coolers set at optimum temperature
and humidity levels. The final link is the refrigerat-
ed loading docks that allow SlimCados to be
shipped to your store at optimum freshness. 

As the largest grower, packer and shipper of
green-skinned avocados, Brooks Tropicals has a
reputation for delivering this fruit with the best in
shelf life. SlimCados have approximately a 4-day
shelf life with the fruit being ready to eat for
another one to two days. 

Backroom Receiving And 
Preparation Procedures

Store SlimCados by keeping their environ-
ment cool and humid, between 42° and 48° F. Do
not store below 40° F. Optimum humidity is
between 85 percent and 95 percent.

SlimCados are UPC/PLU coded and are boxed
in flats, doubles and bruces.

SlimCado, Continuous Cold Chain and the
Brooks Tropicals logo are registered trademarks of
Brooks Tropicals, Inc. 

For a handy pocket care guide for SlimCado®

Avocados, send an e-mail to: 
maryo@brookstropicals.com.

Recommended Display Ideas
Add SlimCados to your avocado section and

give your customers a choice of great avocado
tastes.

But don’t stop there. Place SlimCados near
other salad ingredients. These green-skinned 
avocados make delicious sense in salads. When
they are displayed near bagged salads, your 
shoppers have a quick and easy way to make 
their salads special.

When you’re rounding up ingredients for 
your guacamole display, make sure to include
SlimCados for a fresh-tasting guacamole.

Merchandise Florida avocados targeting your
South and Central American customers. This is the
avocado of choice for many Hispanic dishes.

Variety And Availability
Available July though February, Florida avoca-

dos are generally pear shaped and green skinned.
Their weight can vary from 14 ounces to a hefty
34 ounces. Overall, the avocado will vary in size
from 4 to 12 inches long and up to 6 inches wide. 

Promotional/Advertising Ideas
Make a big splash in mid-July to kick off the

SlimCado season. Look for promotional volumes
of 12-count fruit in July and 10-count in August—
just in time for chopping up into salads that make
their yearly debut during summer barbeques. 

Add gusto to the guacamole, hamburgers

Think big displays at the
beginning of the season.
SlimCado aficionados wait
for its arrival. As the season
progresses, create small mul-
tiple displays to cross-mer-
chandise with bagged salads
and guacamole ingredients.

Remember the SlimCado 
in mid-July; the 12-count is
available in promotional 
volumes. It’s a great spark 
for summer produce sales. 
In August, ask about 
promotional volumes for 
the 10-count.

Point customers to the
Brooks Tropicals Web site for
nutritional details and 
additional information. The
Web address is on the label.

http://www.brookstropicals.com
mailto:maryo@brookstropicals.com
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DOLE – BANANAS
One Dole Drive

Westlake Village, CA 91362
Phone: 818-874-4000

Fax: 818-874-6501
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Out-of - the-Box
Promotional Ideas

Bobby Banana appearance.

World’s largest banana display. 

Create your own banana spilt.

Offer coupons for free bananas.

Recommended Display Ideas
When building a profitable banana display at

retail, there are several items to take into account.
Brand recognition and loyalty is key. A recent inde-
pendent study showed that consumers look for
specific brands that they trust to buy. The study
found, “DOLE continues to stand out as the brand
consumers say they seek out and buy when avail-
able.” Thirty-five percent of respondents 
surveyed said they buy Dole products. The next
brand mentioned only received 14 percent.

Your DOLE Banana display should be 
positioned in a prominent area, preferably the
front-end display unit in the produce department.
A beautifully stocked display will draw consumers
into your produce department.

Stocking is important. With the busy lifestyles
that most people lead today, the time that people
shop is scattered around the clock. The morning
and afternoon will bring in the “stay-at-home-
mom” crowd, as well as seniors. Both of these 
demographic groups are loyal DOLE Banana 
consumers. In the evening, late at night and 
on weekends, you will have an influx of 
shoppers who work full time and fit shopping 
into their schedules.

All these consumers have one thing in 
common; they all like to buy their DOLE Bananas
from a neat, fully stocked banana display. If the
display appears half-empty, they get the impres-
sion the fruit has been “picked through,” leaving
them with the leftovers. This is why it is critical to
keep your DOLE Banana display fully stocked,
cleaned and culled throughout business hours.

Point Of Purchase/Signage
While shopping, busy consumers want quick

and clear information on what they are buying
and how much it will cost. Colorful Dole price
cards, placed at or above eye level, will provide
your customers with these details.

Dole Fresh Fruit Company has designed 
colorful point-of-sale (POS) materials that will help
draw attention to your banana display. Dole has
POS materials that feature Bobby Banana as well
as visuals of ripe DOLE Bananas. These fun and
colorful pieces draw both adults and children to
your DOLE Banana display.

Variety And Availability Guide
DOLE Bananas are available year-round. Aside

from conventional bananas, Dole also offers baby
bananas, red bananas and plantains. These spe-
cialty varieties help grow the category and appeal
to today’s diverse and increasingly 
adventurous consumer tastes. Dole also markets
organic bananas, providing a choice to consumers
who prefer to purchase organic products.

Provide your shoppers with nutrition 
information. The Dole Nutrition Institute has
developed tools that can help you communicate
to consumers the importance of eating a diet rich
in fruits and vegetables in order to live long,
healthy lives. Go to www.dolenutrition.com for
more information.

Make sure to use good, colorful produce 
photos in your weekly circulars. A beautiful image
of DOLE Bananas can be downloaded from
www.multi-ad.com, by clicking on Kwikee. 

Backroom Receiving And 
Preparation Procedures

Dole Fresh Fruit Company provides its retail
and wholesale customers with services that
improve the way products are received, handled,
ripened and displayed. A knowledgeable team of
technical service representatives work directly with
Dole customers to perfect ripening, equipment
management and handling procedures. Our team
of merchandising representatives works at retail
stores to help develop displays that will move
more DOLE Bananas.

Other Suggestions
Dole is committed to nutrition education to

communicate to the public the health benefits of
eating a diet rich in fruits and vegetables. The
Dole Nutrition Institute (DNI) offers information
on the latest findings through brochures,
newsletters, published articles, the Web site
(www.dolenutriton.com), quarterly magazines,
videos and television programs. Contact your
local Dole sales representative to learn more about
DNI and its offerings. 

Promotional/Advertising Ideas
“Fun” is an important theme to consider

when creating promotional and advertising ideas
for your retail store. Consumers don’t associate
shopping with fun. If you make the shopping
experience enjoyable, consumers will buy more
and return to your store more often. Using 
Dole’s costume character, Bobby Banana, at 
grand openings and special store events will 
generate fun for both adults and children within
your supermarket. Consider theme displays, 
decorated with colorful Dole POS materials and
timed with store ads, to generate fun in your 
produce department.

Keep your DOLE Banana dis-
play fully stocked and clean
throughout business hours.

Fun and colorful Dole POS
materials will draw atten-
tion to your DOLE Banana
display and ultimately your
whole produce department.

Have nutrition and recipe
information available for
your customers or direct
them to www.dole.com.

http://www.dole.com
http://www.dolenutrition.com
http://www.multi-ad.com
http://www.dolenutriton.com
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DRISCOLL STRAWBERRY ASSOCIATES, INC.
345 Westridge Drive

Watsonville, CA 95076
Phone:  831-763-5000

Fax:  831-761-5988
www.driscolls.com
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more and Driscoll's year-round availability ensures
that you are always fully stocked with The Finest
Berries in the World®.

Point Of Purchase/Signage
POP signage to accent your destination Berry

Patch display, available from Driscoll’s, associates
your store with premium quality, branded pro-
duce. The link between your store 
and the highest quality berries available 
year-round creates a halo effect that extends to
everything else you sell. 
Equating your store with top quality berries never
fails to boost overall 
store image. 

Recommended Display Ideas
Build excitement and profits with a 

year-round, destination Berry Patch merchandising
strawberries, raspberries, blueberries and 
blackberries in one power-packed display. 
Strawberries and blueberries are among your
department’s top power items. Merchandising
them together creates an irresistible consumer
draw. Adding raspberries, blackberries and even
organic berries creates that much more profit

potential. The variety, vibrant colors and versatility
of a signature, branded Berry Patch in place all
year generates berry category sales far exceeding
national averages — often as high as 10 percent of
total produce department sales. 

Establish a Department within a Department
by merchandising the Berry Patch in a consistent,
prominent location within your produce 
department. Use the versatility of the Berry Patch
to shift display allocation to take advantage of 
seasonal marketing opportunities while 
maintaining the optimum profit mix. 

Many retailers find that integrating organics
within the berry patch can generate incremental
lift and provide a quality appeal to the assortment. 

Handle increased demand during promotions
by establishing secondary displays in prominent
locations.

For best results remember that 
consumers are emotional about berries! 

That’s why Driscoll’s mission is to 
continually delight berry consumers with every
package of Driscoll’s berries. A Driscoll’s brand
Berry Patch keeps your customers coming back for

Variety Berries And 
Organics, All Year Long

At Driscoll’s, we find the best climate to grow
a particular berry variety at a particular time of the
year and team with the best independent growers
to produce berries that will delight your 
consumers. The result is year-round availability of
luscious strawberries, red raspberries, plump 
blueberries and tasty blackberries. 
Consumers like 
having choices; this means the complete variety
berries — raspberries, 
blueberries and 
blackberries in addition to strawberries, both con-
ventionally grown and organic. 

Organics can play an important role in 
merchandising your Berry Patch, giving 
consumers more options in their berry purchases. 

Offer multiple package sizes to increase 
purchase options and help boost sales volumes. 

The result — add-on sales, incremental 
purchases and higher profits.

http://www.driscolls.com


15

PRODUCE BUSINESS / MARCH 2007 / MASTERS OF MERCHANDISING

Backroom Receiving And 
Preparation Procedures

• Receive berries directly into 
refrigerated warehouses.

• If berries arrive wrapped in plastic, remove
the plastic immediately.

• Optimal temperature for berries is between
32° to 34° F with humidity levels at 90 to 95
percent. 

• Transport to the store on refrigerated trucks.
• Quickly move berries from the loading dock

to the cold storage room. 

Display Care And Handling
• Maintain the cold chain from the receiving

dock to the shelf. 
• Keep berries dry. Any moisture will 

hasten breakdown, shorten shelf life 
and shrink sales. 

• Make sure your Berry Patch display is fully
stocked at all times. 

• Remove packages with leaky or moldy
berries. One bad berry package will impact
your sales and store image. 

Cross-Merchandising Opportunities
Take advantage of the many 

cross-merchandising opportunities associated 
with the berry category to build transaction size.
Few items in the entire supermarket present as
many cross-merchandising opportunities as the
berry category. Let your creativity and imagination 
run wild and watch the profits grow.

Promotional/Advertising Ideas
Appeal to the widest range of consumers by

merchandising a mixed assortment of berries and
packages. Berry Patch versatility allows you to 
promote hot items, while maintaining gross 
margins for the entire category throughout the
year. BOGOs, multiple package and price 
promotions all have tremendous draw for the
berry category, and frequent berry ads establish
the Berry Patch as your chain’s signature category.

Ripeness Recommendations
Look for brilliant, even-colored, symmetrically

shaped berries. The calyxes (green leafy caps) of
strawberries should be fresh and not wilted.
Berries should be uniform in color, round and full
— without dents or bruises — and should be dry,

but with a nice sheen. A leaky berry is the first 
sign of deterioration. Blueberries — and some
raspberries — should have a hazy, white coating
(called Bloom), which is part of the berries’ 
natural defensive mechanism.

Build A Profitable Partnership 
For A Profitable Category

A branded Berry Patch builds consumer 
satisfaction with reliable quality and steady 
supplies year-round. Driscoll’s offers unparalleled
variety, availability and superior quality of the
complete berry line throughout the year. 
Berries that delight consumers — The Finest
Berries in the World®.

Safety First
In addition to producing berries that delight

consumers, Driscoll’s berries are grown with 
the highest standards of care and food safety 
possible. All independent farmers around the
world that grow Driscoll’s berries must adhere to
the same strict GAP and EUREPGAP guidelines
enforced by a rigorous system of internal and
independent third party audits second to none in
the produce industry.
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Out-of - the-Box
Promotional Ideas

GRIMMWAY FARMS
P.O. Box 81498

Bakersfield, CA 93380
Phone: 661-845-9435
www.grimmway.com

Carry the full variety of
Grimmway carrot products. 

Emphasize the healthful 
attributes of carrots. 

Display carrots in multiple 
locations in the store.

Merchandise carrots in the deli next
to fresh roasted chickens and other
ready-to-eat items to integrate a
healthful, colorful, vegetable 
meal-solution display.

Put carrots in the meat case next to
the assortment of ready-to-cook meal
items to remind consumers to serve
healthful fresh carrots with their 
protein-based main course.

A display of baby carrots at the
seafood counter reminds consumers 
of the need for a fresh vegetable with
their fine fish.

Recommended Display Ideas
Carrots are among the categories that have

most benefited from the value-added revolution.
The merchandising opportunities available have
led to dramatic increases in carrot category 
volumes, which justify substantial attention being
paid to the proper merchandising and marketing
of carrots. Some key display points:

1) Carrots sell best when they receive a high-
visibility central display that includes the full range
of carrot items plus a generous secondary display
in the produce department, tying into similar
items and being used as color breaks throughout
the department. 

2) The main carrot display should include
jumbo carrots, table carrots, cello carrots, bunch
carrots with tops, microwavable petite carrots for
cooking, carrot chips, carrot Stixx, crinkle-cut
coins, shredded carrots, baby carrots, multipack
baby carrots and Carrot Dippers snack packs.

3) A large secondary display with other 
value-added produce should include baby carrots,
carrot chips, carrot Stixx, crinkle cut coins, 
shredded carrot and microwavable petite carrots
for cooking.

4) In addition, both table carrots and baby
carrots, with their natural orange color, should
serve as a terrific color break for use throughout
the department.

5) Don’t forget to include carrots as part of
your organic display. Our sister brand, Bunny-Luv,
offers 52-week-a-year availability of a large range
of certified organic carrots. Organic carrots consis-
tently rank among the top selling organic items.

6) Salad bars also benefit from a full 
complement of carrot items. Grimmway offers
foodservice packs perfect for putting baby carrots,
carrot chips, carrot Crisps and shredded carrots in
any salad bar.

7) Finally, all juicing programs require fresh
carrots to be a success — the sweet juice of the
carrot makes it a perennial favorite for those 
ordering fresh juices.

Point Of Purchase/Signage
Carrots are a naturally healthful snack. Let

consumers know that the top messages are:
— All natural
— Contains 270% DV of vitamin A
— No fat, no cholesterol
— The kid-friendly vegetable™

ethylene-sensitive and should not be stored or
transported with ethylene-producing items as 
they give carrots an off flavor.

The tops of bunched carrots should be fluffed
to maintain air circulation. Beware that the tops
draw moisture from the carrots themselves and
will cause these carrots to have a shorter shelf life.

If the exterior of carrots starts to appear white,
dunk them in ice water to freshen the carrots.

Maintaining the cold chain is of prime 
importance with value-added carrots including
baby carrots. 

Cross-Merchandising Opportunities 
Carrots and fresh-cut carrots are traditionally

cross-merchandised with dips and salad dressings;
one can also use peanut better, yogurt, etc.

Carrot cake is a favorite for everyone. So
cross-merchandise with all the ingredients. Sample
carrot-cake cupcakes and give out a recipe.

Soups and stews create many 
cross-merchandising opportunities. And signage
indicating that any salad can be enhanced with
carrots is always a good idea.

Finally, don’t forget to suggest carrot curls as
a garnish with holiday meals.

Channel strips are an excellent way to grab
the shoppers’ attention. At Grimmway.com, we
offer a range of point-of-sale material including a
set of 1" x 8" strips to add eye-catching clarity to
your carrot displays.

Variety And Availability Guide
Grimmway Carrots are available year-round

with consistent quality. California’s abundant 
sunshine and range of growing areas produce
approximately 85 percent of the nation’s carrots.

Promotional/Advertising Ideas
Carrots, due to their brilliant orange color, 

can be part of eye-catching displays.
Carrots and carrot products are appropriate

for sampling. You can keep up with Grimmway’s
latest ad campaigns on our web site:
Grimmway.com

Display, Care And Handling
With bulk carrots, maintain temperatures from

33° to 35° F with relative humidity of 98 to 100
percent. Bulk carrots can be lightly misted but are
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DOMEX SUPERFRESH GROWERS
151 Low Road

Yakima, WA 98908
Phone: 509-966-1814

Fax: 509-965-3088
www.superfreshgrowers.com

lqueen@superfreshgrowers.com

20

PRODUCE BUSINESS / MARCH 2007 / MASTERS OF MERCHANDISING

C
H

E
R

R
I

E
S

Cherries are the last truly seasonal item that
both you and your customers can get excited
about. When cherries arrive, summer is here!
Cherries are a season of joy, more so than any
other item in the produce department. When 
consumers see cherries in your produce 
department they get visibly excited. How many
other fruits or vegetables do your customers get
this excited about seeing? Cherries signify that an
exciting time for your customers has arrived — a
time of outdoor activities, barbeques and picnics.
Because of this, you need to make sure they know
when cherries have arrived.

Recommended Display Ideas
Nothing attracts attention and generates sales

like a large cherry display. The display should be
well signed and placed at the front of the 
department in your primary selling location. A 
secondary display toward the back of the 
department during the peak of the season will
attract additional sales. 

Make sure you offer a mix of dark sweet 
cherries and the delicious Rainier cherry. Rainier
cherries continue to grow in popularity each year
and are critical to successful cherry category sales.
Be sure to offer your customers a mix of cherry
packaging, a large clamshell for customers who
are heavy users and a 2-pound bag for those
looking for a smaller option. 

Finally the key to a great cherry display is to

cherries. Keep your cherries in your cold room
until they are ready to be displayed. Your large 
displays may not always allow for a refrigerated
display, so make sure you are properly rotating
your supplies and put cherries back into the cold
room in the evening. 

The seasonality of cherries creates excitement.
Display your cherries in your high-traffic area and
draw attention to them with the merchandising
tips previously suggested. Maintaining an ample
supply of cherries is critical for a successful cherry
season; your cherry plan needs to include securing
supplies from early June into early August.

Backroom Receiving And 
Preparation Procedures

KEEP YOUR CHERRIES COLD. You gain 
significant shelf life when you keep your cherries
cold as long as possible. 

Preparation for cherries is simple: Allow ample
shelf space in a high-traffic area and steadily rotate
your supplies during the course of the season.

Cross-Merchandising Opportunities
Cherries usually sell themselves quite well, but

a good recipe for cherry cobbler or cherry pie with
all the fixings laid out for that family BBQ would
really boost sales around the 4th of July. Chocolate
sauce is another delicious side that blends well
with the sweet flavor of cherries. For the consumer
thinking more healthfully, a nice non-fat yogurt
with cherries cut in half makes a great combo.

have cherries for the entire season. The days of
having only one big ad during the season on the
4th of July are over. Cherry season now extends
for multiple weeks, and your success relies in part
on your selling plan for the entire season. Plan
early to lock in your supplies and work closely 
with Domex Superfresh Growers for 
merchandising ideas, point-of-sale materials 
and packaging opportunities.

Point Of Purchase/Signage
Since cherries are seasonal, it is important to

remind your customers that cherries are back. This
can be done through in-store signage, your 
circulars and in-store radio, which proved popular
this past season. Signage is also a great way to
educate your consumers on special items such as
Rainier cherries, extra large cherries and more. The
Rainier cherry demands a premium price and a
quick sign identifying its super sweetness and
unique color can help drive sales.

Variety And Availability Guide
Domex Superfresh Growers cherries are 

available from early June into mid-August. The 
primary variety remains the Bing, and there are
several other dark sweet cherries that help extend
the season on the front and tail ends. The Rainier
cherry is available from mid-June through early
August. Make sure you offer your customers a 
premium large cherry. Although the per-pound
price might be more, once consumers 
experience them, they keep coming back 
during the entire season. 

Promotional/Advertising Ideas
Cherry promotions have no limits. Whatever

you dream, you can put together. Fourth of July is
a natural along with promotions featuring summer
and picnics. Since cherries are also known as the
Diamond of Fruit, why not offer an opportunity to
win a diamond or another consumer giveaway?

Ripeness Recommendations
Cherries are picked ripe on the trees and are

delivered ready-to-eat to your produce depart-
ments. Dark sweet and Rainier cherries should
have nice green stems and be firm to the touch. 

Display Care And Handling
The cold chain is king when it comes to 

FACTS ABOUT CHERRY CATEGORY
• Cherries remain the No. 1 dollar per

square foot item in the produce 
department in June and July. 

• The average transaction size is No. 1 in
the produce department on cherries at
$3.98 per consumer purchase. 

• The annual consumer spend rate on
cherries is $8.30.† This total surpasses
many year round fruits including 
watermelon, avocados and pears. 

• Product appearance is the most 
important factor in triggering impulse
purchases (46 percent). 

• 53 percent of consumers make the
decision to buy cherries while in the
store.

http://www.superfreshgrowers.com
mailto:lqueen@superfreshgrowers.com
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Out-of - the-Box
Promotional Ideas

Upcoming contests, recipe giveaways
and Web site tie-ins are all designed to
drive traffic and boost sales for retailers.

Trucco and its grower partners also
offers a READY-TO-EAT retail pack of
roasted chestnuts. 

• Roasted chestnuts can be given away to attract
people to the store and encourage them 
to purchase.

Ripeness Recommendations
• When kept at 34° F under proper storage 

conditions, chestnuts have a long shelf life. 
• Occasional white exterior discoloration does not

affect the meat of the nut and can be wiped off.

Display, Care And Handling
• Avoid narrow and deep displays as they suggest

to consumers an expensive specialty item.
• Offer a wide and shallow display trumpeting the

arrival of chestnuts and the holiday season. 
• Avoid direct heat and rework and replenish the

display often, removing any spoiled nuts.

Backroom Receiving And 
Preparation Procedures
• Keep fresh chestnuts under refrigeration at 34°

to 36 ° F. 
• Always rotate inventory to maintain freshness. 
• Note chestnuts are among the most valuable

items in the produce department and should be
handled accordingly.

Cross-Merchandising Opportunities
• The most common cross-merchandising option

is with the various ingredients to 
create a chestnut stuffing for the holidays. 

• Chestnuts are used today in a range of recipes
including cakes and muffins, soups, and as a
topping for fish. 

• They can be cross-merchandised with any of the
items used to prepare these foods. Within the
produce department, chestnuts are often paired
with seasonal favorites such as sweet potatoes
and Greek figs.

A.J. TRUCCO, INC.
343-344 NYC Terminal Market

Bronx, NY 10474
Phone: 718-893-3060

1-866-AJTRUCCO
Fax: 718-617-9884

www.truccodirect.com For stronger sales growth,
sell the highest quality 
product by keeping the 
cold chain intact from
receiving to shelf. 

Remember chestnuts are
special and can make your
department special as well. 

In-store demos generate
sales.

Avoid treating chestnuts like
an exotic item — no little
baskets — and remember 
to keep chestnuts under
refrigeration.

Direct both produce depart-
ment personnel and con-
sumers who need more info
to www.truccodirect.com

Recommended Display Ideas
• Fresh chestnuts are strictly seasonal so you can

create excitement when they’re available. 
• Their appearance in the department is an 

opportunity to make the produce department a
special and magical place for the season.

• Chestnuts have a high-value ring and attract 
big-spending consumers to the produce depart-
ment and to the store. It is worth paying special
attention to this seasonal mainstay.

• Displays should feature both bulk product and
consumer packs, often mesh bags clamshells or
D-Paks.

• Trucco offers a NEW customizable D-Pak that’s
both eye catching and convenient.

• “Chestnuts roasting on an open fire”  in a classic
Holiday song, making chestnuts as much a part
of the Season as the Christmas trees, eggnog
and mistletoe.

Suggested Signage/POS
• The key to boosting sales: showing the 

consumer how to roast chestnuts and the versa-
tility of the product. 

• Signage and literature should provide 
easy-to-understand steps for consumers to fol-
low to prepare and open chestnuts. 

• There are different ways to peel a chestnut,
depending on whether it is going to be roasted
and eaten out of hand or cooked with. Both
methods should be presented in in tear-off flyers.

• Take-home handouts or brochures providing this
info and special recipes are appreciated by con-
sumers and will help sales.

Variety And Availability Guide
• Although chestnut trees once blanketed much of

the eastern United States, today virtually all
chestnuts sold commercially in the United States
are imported from Italy.

• Fresh chestnuts from Italy (castanea sativa) are
available from October through January. 

• Dried and frozen chestnuts are available year-
round.

• The chestnut season commences with Columbus
Day and extends through New Year’s — some
years the season lasts a little longer. 

• The presence of chestnuts is a great communica-
tion tool. Chestnuts on the shelf tell consumers a
joyous time of year is upon us. 

• Merchandising done in recognition of this
unique status as a seasonal icon is very likely to
produce good sales and profits.

Promotional/Advertising Ideas
• Chestnuts should be included in all general 

22

seasonal promotions — Columbus Day, 
Thanksgiving, Christmas, New Year’s, etc. The
arrival of chestnuts after so many months with-
out them means they justify special attention.

• For the Christmas promotion, include the words:
“Chestnuts roasting on an open fire...” and give
out brochures with instructions on how to
prepare chestnuts both on an open fire and in a
conventional oven.

• Sampling — If your stores are in a colder area or
if you are selling Christmas trees outdoors, set
up an outdoor grill and roast fresh chestnuts. 

http://www.truccodirect.com
http://www.truccodirect.com
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DNE WORLD FRUIT SALES
1900 Old Dixie Highway

Ft Pierce, FL 34946
Phone: 800-327-6676

Fax: 772-465-1181
www.dneworld.com
dne@dneworld.com
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Out-of - the-Box
Promotional Ideas

Conduct contests or promotional 
giveaways to drive traffic and 
increase sales.

Year-Round Supplies And Profits
With the availability of great tasting citrus

year-round, retailers now have the opportunity to
grow citrus sales and profits dramatically. Navel
oranges from Florida, California and Texas, 
complemented by imported navels from Australia
and South Africa, lead the way for a full year of
navel profits. Clementines imported from Spain,
Morocco and Chile and domestically grown in
California have found their way into more 
households than ever before because they are 
easy to peel and virtually seedless. 

More specialties, such as Minneolas along
with a full line of tangerines (Fall-glos, Sunburst
and Honeys), can bring even more profits to the
lineup. And finally, delicious juice oranges from
Florida are available during most of the season. 

Florida and Texas grapefruit offer consumers
the best tasting grapefruit available in the world.
Peak flavor often comes in January and February.
However, fruit is eating well
as early as late 
October to November
depending on the sea-
son. Pre-Christmas
large-sized fruit always
seems to sell better. After
the holidays through the
cold winter months,
a 3- or 5-pound
bag offers a good
value and a con-
venient way to
take home some vit-
amin C. They also mix
well in fruit salads or
for cooking. 

the promotion but also grows both of the cate-
gories by introducing fresh citrus to the grapefruit
juice consumers and Ocean Spray branded juice
to the fresh citrus consumer. It is a win-win situa-
tion.

Display Care And Handling
Keep the Clementines on a cool end cap to

keep them fresher longer. But you’ll have to
replenish them often during the winter as they sell
quickly. During the summer, keep the 5-pound
cartons and 3-pound bags together so you don’t
lose any sales to customers for whom the 5-pound
carton is just too much. 

Backroom Receiving And 
Preparation Procedure

Cold-chain maintenance and rotation of 
produce is a necessity. 

Educate consumers to
increase awareness and
boost sales.

Emphasize the health and
nutritional benefits.

Supply consumers with
usage ideas and recipes.

Conduct in-store demos.

Be sure to offer an alternative option for cus-
tomers who are single or have smaller families that
don’t want to buy a 5-pound box of Clementines
or large bag grapefruit or oranges. Either display
loose fruit by the pound or smaller sized bags.
Offer 2- or 3-pound tangerines or Clementines in
the bag as well. 

Promotional/Advertising ideas
Citrus is an excellent holiday and post-holiday

promotional item. Strive to appeal to consumers
and create awareness by designing themed ads
that promote the season and the benefits of
including fresh citrus in their daily diet. For
Thanksgiving, create ads with fall colors and
include large loose Sunburst tangerines or bagged
navel or juice oranges. Post-holiday is a key time
to promote adding citrus to the diet by designing
ads with themes such as health and diet, cold and
flu prevention and National Grapefruit month dur-
ing its peak flavor time February. Offer bagged or
club-pack ads when taste is at its peak. 

Cross-Merchandising Opportunities
Florida juice oranges are a great way to enjoy

fresh squeezed orange juice at home and they are
sweet and juicy to eat whole. A great cross-pro-
motion for moms and kids might be to give away
a simple juicing apparatus (50¢-$1) when shop-
pers buy a 4- or 5-pound bag of juice oranges. A
great time for this is during Florida’s Valencia
orange season; it’s the premier juicing orange vari-
ety. Honey tangerines are also a great juicing item
with their incredibly sweet taste; the juicing device
separates the seeds from the juice itself. Kids will
love it.

Cross-merchandise Ocean Spray fresh grape-
fruit with Ocean Spray grapefruit juice or juice
drinks. This not only increases product sold during

4
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Always have cucumbers
positioned near both the
bulk salad items and the
bagged salad mixes.

Use the rich green color 
of cucumbers as part of a 
color break. 
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Recommended Display Ideas
Cucumbers offer an unusual opportunity

because, although the core of the category 
functions as a high-volume staple item, a basic
building block of the salad, other parts of the 
category function as high-margin specialty items.

The key to maximizing cucumber sales and
profits is large bulk displays of the basic salad
cucumber accented with special varieties.

Large bulk displays of slicing cucumbers 
typically should be placed near lettuce and other
salad ingredients. When lettuce prices are high,
consumer substitution can occur, so extra 
large and supplemental displays may be 
required as well as careful attention to restocking
of the displays.

The rich green color of the cucumber also
makes it a perfect color mate to radishes, carrots
and other colored vegetables.

Although slicing cucumbers traditionally are
sold in bulk, film-wrapped packages containing
several smaller cucumbers and, more recently,
mesh bags filled with several cucumbers are often
good sellers. Together they create interest in a
familiar staple.

Sales also can be boosted with additional 
varieties. English/hothouse varieties — elongated,
seedless versions of traditional slicing cucumbers
— add a note of elegance and interest to the 
category and often support higher margins.

Kirby dills and other varieties can be marketed
specifically for pickling and make a store appear to
be a variety leader. In certain areas they can 
actually drive consumer store choice.

The growth in fresh-cut has created a double
opportunity for merchandising cucumbers. First,
fresh-cut cucumbers can be included in cruditè
trays, and packages of cut cucumber can be sold
on their own as a snack. 

In addition, retailers have found success with
a secondary display near the fresh-cut lettuce
packages, often involving cucumbers, tomatoes,
peppers, onions and mushrooms, thus reminding
consumers to add ingredients to fresh-cut mixes.

Point Of Purchase/Signage
Consumers may appreciate a quick tip to keep

partially used cucumbers fully wrapped so as to
extend the life of the product.

Signage near the fresh-cuts reminding con-
sumers to add zest to fresh-cut salad mixes boost
sales of cucumbers and other salad ingredients.

Pickling cucumbers can be profitably 
accented with a small reproduction pickle barrel
filled with instructions on pickling.

Variety And Availability Guide
The U.S. grade system for field grown 

cucumbers is as follows: U.S. Fancy, U.S. Extra 1,
U.S. 1, U.S. 1 Small, U.S. 1 Large, U.S. 2. However,
the trade typically identifies the cucumbers as
Super Select, Select, Small Super, Small, Large and
Plain. These terms do not refer to any USDA grade
standard but are common lingo in the industry.
Buyers should be cautious to understand what
standards they are actually purchasing.

Cucumbers are available year-round. Florida,
which produces a majority of the U.S. commercial
cucumber crop, ships all year except for a brief lull
in summer. Mexico is typically the largest supply
source for cucumbers, with especially heavy
imports in winter and spring. Canada produces a
significant share of the English/hothouse cucum-
bers consumed in the United States. Most states
produce cucumbers at some time of the year.

Promotional/Advertising Ideas
Because cucumbers can be eaten by

themselves, they make an excellent choice for
demos and sampling with salad dressings.

The key to promoting cucumbers is to build
up consumption through the three basic usages: 

1) Snacking — With weight loss on the minds
of so many, snacking on a cucumber is a great
choice. Not only are they better than chips and
cookies, but they also contain fewer calories than
a traditional snack fruit.

2) Salads — This is the No.1 use for 
cucumbers. The more interesting salad ideas 
retailers put out there, the more cucumbers sell.

3) Foods — Cucumbers can be cut up and
breaded, they can be turned into baked cucumber
boats with selections of cheeses, bread crumbs
and proteins, etc. Chilled cucumber soup is a 

ROSEMONT FARMS
2700 N. Military Trail, Suite 410

Boca Raton, Florida 33431
Phone: 561-999-0200

Fax: 561-999-0241
info@rosemontfarms.com

Out-of - the-Box
Promotional Ideas
Demo cucumber cooking ideas such 
as deep fried cucumber slices served 
with tangy horseradish sauce or hot 
mustard.

Showcase a fleet of baked and raw 
cucumber boats. Show baked ones 
filled with melted cheeses or meats. 
Show raw boats filled with cream 
cheese or cold salads including tuna 
salad, egg salad, chicken salad, 
lobster salad etc.

Encourage cucumber snacking by 
sampling cucumber slices right in the 
department. They are addictive.

summer treat. Remember, ideas spark usage. If
you suggest new ways to enjoy them, consumers
will try the idea.

Ripeness Recommendations/
Display Care And Handling

Cucumbers should be maintained at 45° to
50° F. Of particular importance is adequate
humidity — 90 to 95 percent — as cucumbers can
shrivel as a result of moisture loss. Most 
cucumbers are waxed to retard this loss of 
moisture. Misting, however, is not recommended
for cucumbers, as sitting water can result in 
spotting, pitting and even tissue collapse.

Generally, attractively shaped, deep green 
colored, firm feeling cucumbers are the choice of
consumers. If the cucumber is yellow, it is 
generally overripe. 

Cucumbers are sensitive to ethylene and high-
ly sensitive to injury from freezing.

Cross-Merchandising Opportunities
• All Salad Items 
• Bagged Salads
• Salad Dressings 
• Dips

mailto:info@rosemontfarms.com


ROSEMONT FARMS CORPORATION

Toll Free: 1-877-877-8017

Plant City – Tifton – Faison – Nogales – Cobden – Ft. Worth – Boca Raton

ROSEMONT FARMS CORPORATION

Toll Free: 1-877-877-8017

Plant City – Tifton – Faison – Nogales – Cobden – Ft. Worth – Boca Raton
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CIRULI BROTHERS, LLC
P.O. BOX 1476

Tubac, AZ 85646
Phone: 520-281-9696

Fax: 520-281-1473
www.cirulibrothers.com
info@cirulibrothers.com
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Out-of - the-Box
Promotional Ideas

An out-of-box promotional idea for
eggplant is to mix some eggplant in the
butcher section next to steak with a
“Great for Grilling!” sticker or sign dis-
played on or next to them. You can even
do this in the produce department and
display them along with similar 
point-of-purchase signs for grilling
(include recipes or even display a steak
sauce to grill them with!). Eggplant,
after all, is a fantastic item to grill during
those summer barbeques. 

What Makes This Category Important To
The Produce Department

Eggplants (Solanum melongena) belong to 
the Solanaceae family, which includes items such
as tomatoes, potatoes and peppers. Known for
their smooth skin and vivid colors, eggplants are a
good source of potassium as well as chlorogenic
acid, a powerful antioxidant. This category is
important to the produce department not only 
for its nutritional benefits, but because of 
growing popularity amongst U.S. consumers.
From 1993 to 2003, U.S. per capita consumption
of eggplant increased from .47 pounds to .68
pounds, an increase of 45 percent (USDA 
Economic Research Survey).

Primarily consumed by Mediterranean, Euro-
pean and Asian consumers, eggplant is becoming
ever more popular with other ethnic groups in the
United States. Eggplant is a fresh, healthful and
very versatile food. Its overall appearance, includ-
ing its smooth skin and deep tone, is particularly
appealing to the eye of the consumer, who values
freshness as one of the primary indicators that
motivate purchase behavior.

Recommended Display Ideas
Because of their dramatic color, eggplants sit

well in supermarkets when displayed alongside
other fresh items such as colored bell peppers and
cucumbers. The bright color surrounding the
eggplants contrasts well with their deep purple
tone and catches the eye, drawing more attention
toward them. 

It is important to rotate the eggplant in order
to have nice appearance and color on display.
Retailers should also instruct produce staff on the
proper ways to handle eggplants, as they tend to
be fairly sensitive. It is important to touch, not
squeeze or press on them, as this creates bruising
in the eggplant later on.

During Lent season, for instance, you may 
display them with meat-alternative recipes, 
including pasta dishes, desserts, soups or grilled
vegetable casseroles. Eggplant is a great item
because it is a very versatility food. When cooked,
eggplant absorbs flavorful seasonings very well,
allowing the food connoisseur to cook it in a wide
variety of meals.

Ripeness, Display Care And Handling
Eggplant should be firm and should be 

maintained at a temperature between 45° and 
48° Fahrenheit. This will preserve the eggplant
and minimize scarring. Eggplant should be
smooth and firm, and produce staff should be
educated in proper handling of eggplant. 
Eggplant should not be squeezed or poked since
their skin is soft and are very sensitive to pressure.

Backroom Receiving And 
Preparation Procedures

It is important to check the product’s 
temperature and overall appearance upon arrival.
Eggplant should be maintained refrigerated at all
times, with 48° being the ideal setting.

Cross-Merchandising Opportunities
Eggplant is a great item to cross-merchandise

with pasta, bread crumbs and fresh cheese.

Point of Purchase / Signage
Point-of-purchase signs are powerful 

marketing tools used to provide information to
the consumer about a particular product. At 
the retail level, they can be very influential in
spurring impulse purchases. They are particularly
useful for consumers who are not too familiar with
an item but are willing enough to try it. Given
this, some useful information to display on signs
can include nutritional information, handling
instructions and preparation ideas (including
recipes and cutting diagrams).

Variety And Availability Guide 
Eggplant is available to U.S. consumers in a

variety of shapes and sizes. Their skin’s color can
vary from almost white to a deep purple, with
purple being the most common. Amongst the
more popular varieties are the following, which
are available from our southern neighbor, Mexico,
from October through May each year:

Regular/Classic: This is the most common
variety in the United States. It has smooth skin in 
a deep purple hue, and a large and elongated 
oval shape with a green calyx.

Italian: A deep shade of mauve-purple 
with some light streaking on the skin. It is also 
smaller and oval in shape. The calyx on this 
variety is also green.

Japanese: Small and longer in shape with
smooth, light purple skin and a dark purple calyx.

Chinese: Longer and more cylindrical in
shape, with smooth purple calyx and skin.

Hindu: Small (just a few inches long) and
round with smooth purple skin.

Promotional/Advertising Ideas
Retailers may take advantage of special 

holidays to boost eggplant sales, including Lent
and Chinese New Year’s, where eggplant should
be displayed in plentiful supplies. 

Educate produce personnel
how to properly handle and
cross-merchandise eggplant. 

Point-of-purchase 
communications that include
recipes and nutritional
content are useful for
encouraging sales and 
educating consumers 
about eggplant.

http://www.cirulibrothers.com
mailto:info@cirulibrothers.com
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Introduction
Did you know that 40 percent of U.S. 

consumers do not know by 4:00 PM what they will
eat for dinner that night? Help shoppers find
healthful answers fast with Eat Smart fresh-cut
vegetables. As a growing subgroup, the fresh-cut
vegetable category has continued to grow 
considerably. Last year, fresh-cut vegetable dollar
volume grew over 12 percent (ACNielsen Market-
Track, Total US Grocery, 52 weeks ending
12/30/2006). Apio Inc. is a recognized industry
supplier of value-added fresh-cut vegetables and a
category growth leader at retail, offering shoppers
a complete selection of healthy fresh-cut meal
solutions.

Recommended Display Ideas
Creating a prominent, fresh-cut vegetable 

section within the produce department is a key
component to driving sales in the category. 
Offering Eat Smart fresh-cut vegetables alongside
tie-in items like refrigerated dressings and dips is a
simple way to satisfy shopper needs for variety
and convenience. To make the most of special
merchandising opportunities, display Eat Smart
Party Trays during peak holiday periods near the
front of the produce section to stimulate incre-
mental sales. Keep produce top-of-mind with
shoppers all year and display Eat Smart Fresh 
Salads as a healthful side dish option for in-store
deli selections and as a complement to any “grab
and go” section. 

Point Of Purchase/Signage
With increased focus on health and wellness

combined with the challenge of convenience, help
shoppers “Eat Smart” by adding eye-catching
channel strips or shelf talkers highlighting the nutri-
tional features of specific products. Use USDA-
approved health claims to promote the consump-
tion of fresh vegetables and inform shoppers of the
distinct benefits of each. During the holidays, Eat
Smart Party Trays can be complemented with sig-
nage encouraging healthful seasonal fare. Provide 
a shopping list of “good-for-you must-haves”
including other quick and easy items for successful
entertaining. This could include fresh avocados and
tomatoes for salsa recipes, low-fat refrigerated dips
and ready-to-eat fresh fruit trays. 

Variety And Availability Guide
Over 40 Eat Smart fresh-cut bags, salads, trays

Stock a variety of fresh-cut
vegetables in a central 
location to ensure shoppers
find what they need quickly. 

Offer new and interesting
ways to incorporate 
fresh-cut vegetables into
everyday meals.

Help satisfy wellness 
questions by using colorful
and informative POS to 
educate shoppers on product
attributes and health value. 

Frequent meal-solution 
promotions and cross-mer-
chandising keep produce
top-of-mind with shoppers
and help to create a unique
shopping experience.

mealtime questions. Leverage the growing cate-
gory by promoting Eat Smart fresh-cut vegetables
as key ingredients in store publications and recipes
to give your shoppers the tools and information
they need to make healthful meal choices. Adver-
tising Eat Smart fresh-cut vegetables with hot meal
programs such as chicken, pasta or beef provide
simple one-stop shopping. To maximize impulse
“special occasion” sales during the holidays, pro-
mote Eat Smart Party Trays as a great addition to
any get-together. Year-round, offer smaller format
Eat Smart Party Trays as a healthful snack item for
the office, home or as a “grab and go” alternative
to in-store sandwich or hot meal promotions. 

Ripeness Recommendations
• All products should have a deep color.
• Products should be culled with attention to

code date.

Display Care And Handling
Eat Smart fresh-cut vegetables are available in

a wide range of sizes and combinations. Stocking
a variety will ensure that shopper needs are 
satisfied when selecting their specific meal 
solution. Be consistent with the primary location
within the produce department so shoppers can
develop a habit of shopping for their fresh-cut
items in the same place. 

Backroom Receiving And 
Preparation Procedures

Fresh-cut vegetables should be received from
adequately refrigerated trucks and transferred
immediately into storage rooms ideally cooled to
33° to 38° F. 

Cross-Merchandising Opportunities
Promoting Eat Smart fresh-cut vegetables

with center-of-plate items such as poultry or fish
helps shoppers quickly identify healthful solutions
for their entire family. A few key ingredients such
as a bag of Eat Smart fresh-cut vegetables paired
with whole grains, lean meat and spices can open
the door to a variety of custom-tailored meal
options for all shoppers. In addition, Eat Smart
Party Trays complement deli, meat and snack 
displays during peak holidays. Large 
cross-promotional displays featuring barbeque
themes, tailgate parties or sporting events will
entice shoppers to pick up all of their supplies for
entertaining in one central location.

and sides — including popular dips, dressings and
a variety of ingredients — are available every day,
365 days a year. While all lines of fresh-cut vegeta-
bles can experience lift of two to three times nor-
mal sales during peak holiday periods such as
Thanksgiving and Christmas, Eat Smart Party Trays
are especially popular at this time of year. 

Promotional/Advertising Ideas
Programs highlighting the health and porta-

bility of Eat Smart fresh-cut vegetables can help
shoppers seek quick, easy answers to their

http://www.apioinc.com
mailto:info@apioinc.com


Your customers need to find
a healthy, convenient meal solution... Fast.

You owe your shoppers something they can sink their teeth into.
Eat Smart® Fresh Cut Vegetables provides just that something. Whether it is a quick lunch, a healthy dinner

or just a snack on the go, Apio offers a complete category solution to answer any meal challenge.
But hurry, your shoppers are hungry. Now.

8 0 0 - 4 5 4 - 1 3 5 5  •  w w w . a p i o . c o m  •  M e a l  S o l u t i o n s .  F a s t .
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Display and promote the full
range of garlic items.

Use both jarred and fresh
garlic, red and white, 
elephant and conventional
and garlic braids to make
the section intriguing to
consumers.

Focus on increasing usage, as
that is the key to increasing
sales long term.
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Out-of - the-Box
Promotional Ideas
Have a demo with the bakery, in which

roasted garlic is served with sliced French
baguettes. The mild flavor, without the
fat of butter, will make it 
a favorite with many consumers.

Educate your customers about the
taste benefits of rubbing the outside of
their Easter lamb with cracked garlic
prior to roasting.

Provide recipes encouraging holiday
chefs to insert whole peeled garlic cloves
into slits cut into their holiday roasts
with the point of a sharp knife, prior to
cooking.  Watch your garlic (and meat)
sales take off!

Do a “sauce” competition in which
consumers make homemade pasta sauce
using garlic. Get a local newspaper to
judge it and have the winning sauce
recipes be part of a “saucy special.” 

Backroom Receiving And 
Preparation Procedures

Garlic should be stored in a well-ventilated
place and kept dry. 

Cross-Merchandising Opportunities
Garlic is a cross-merchandiser’s dream as it is

always used in conjunction with other products.
Cross-promote in the produce department with
salad items since garlic is frequently tossed into
salads as an ingredient as well as used in salad
dressing. Put garlic next to ripe tomatoes, basil,
cilantro, etc., to promote salsa. Suggest a 
make-your-own-pasta-sauce center with garlic,
tomatoes and other ingredients. 

Also consider secondary displays of garlic 
next to meat and poultry, to promote as a rub 
and even next to baguettes in the bakery, 
promoting roasted garlic as a delicious and 
healthful alternative to butter.

MAURICE A. AUERBACH, INC.
490 Huyler Street

South Hackensack, NJ 07606
Phone: 201-807-9292

Fax: 201-807-9596
www.auerpak.com

Its use as both a seasoning and as an 
ingredient in food means that year-round 
promotion is appropriate.

Promotional/Advertising Ideas
Because of its comparatively long storage life,

deep discounts on garlic are likely to steal sales
from future periods. As such, the focus in garlic
promotion should be on usage.

If it is barbeque season, promote the use of
garlic in salads, marinades and rubs. Suggest that
consumers try cooking whole garlic on the 
barbeque to serve whole as a butter substitute.

If the Super Bowl or other sporting event is
coming up, do a promotion in which you suggest
the use of fresh garlic to make salsa with a kick.

Salad dressing is a great garlic use. Have a
salad dressing of the month that is always under
promotion and always uses garlic.

Suggest ways that garlic can add flare to old
favorites. Garlic mashed potatoes, for example, are
a great way to jazz up a dish one may have grown
bored with.

And at major holidays suggest adding an eth-
nic dish. For example, it is an old Italian custom to
serve a fish dish at major holidays, almost always
prepared with garlic. Use the trend to ethnic food,
healthful eating and variety to tie in garlic.

Display Care And Handling
Garlic should not be misted, and rotation is

important with fresh garlic as garlic sitting out for
long periods will tend to dry out. In addition, the
skins of garlic tend to shed with handling so 
frequent attention to the display to keep it clean
and dry will result in better sales.

Recommended Display Ideas
Garlic lies at the confluence of all that is hot

and happening in produce. Ethnic cuisines? Garlic
is key. Health-oriented eaters? Garlic is prominent.
Dieters? Garlic instead of salt anytime. It also is a
product family that runs the gamut, from staple to
specialty items — red garlic, elephant garlic,
peeled, packaged, braided and certified organic. 

It is a category that includes both fresh garlic
and various processed and semi-processed items,
such as whole peeled garlic, chopped garlic,
minced garlic and a multitude of jarred products.
There are even garlic options that can serve highly
decorative purposes — such as braided garlic. 
Garlic can also be used to adorn holiday wreaths
and other holiday decorations. Many items are
sold in both bulk and consumer package sizes.

The key to making good garlic displays is to
avoid the specialty jinx, in which a small area is 
set aside for a tiny row, or worse, a little basket 
of garlic.

Instead, think of the romance of garlic: the
Egyptians, the Greeks and the Romans all knew of
garlic, and this rich heritage carries through to the
cuisines of today, justifying generous space with a
full range of garlic products displayed.

And it is well worth it to cultivate a 
garlic-buying clientele because garlic is never 
consumed alone. So every sale of garlic means 
the sale of other items both in produce and in
other areas of the store.

Point Of Purchase/Signage
Signage and POP material near garlic should

always have a three-fold message: First, make sure
to highlight variety items, such as elephant garlic;
this attracts attention to the overall garlic section
and sparks consumer interest. Second, always
highlight the health benefits of garlic: fat-free, sat-
urated fat-free, sodium-free, cholesterol-free and
certified 100 percent organic are all watchwords
that are both permissible with garlic and attract
the interest of health-oriented consumers. Third,
always provide recipes and usage ideas.

Garlic is a product in which sales directly
relate to consumers adopting recipes that require
garlic, so always have one being promoted. Also
remember that a festive display of garlic braids is
great signage pointing to a garlic display.

Variety And Availability Guide
Garlic is available year-round with supplies

coming from both California and other countries,
including Argentina, Mexico, Chile and Spain. In
recent years, Chinese-grown garlic has become
prominent in the marketplace.

http://www.auerpak.com


The Garlic Source…
… for the freshest garlic from Argentina and other provenances.

Maurice A. Auerbach, Inc.
490 Huyler Street · South Hackensack, NJ 07606

www.auerpak.com • Call 888-Auerpak 

Paul Auerbach • Jeff Schwartz • Ian Zimmerman 
Bruce Klein • Jim Maguire • Josh Auerbach

Reader Service # 39
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Grapes are available on a year-round basis.
Besides adding bright colors, which help drive
impulse sales, the bottom line is very impressive.
From a seasonal standpoint, grapes generate $96
per square foot and are the highest dollars per
square foot for the produce department’s fruit 
category for September through December. 
Moreover, for the same period, grapes ranked as
second highest dollars per square foot for the 
produce department. (source: California Table
Grape Commission) 

We at Sunlight International Sales are 
specialists in California Table Grapes. As the 
marketing arm of Jakov P. Dulcich & Sons LLC, 
we are growers, packers and shippers of the finest
quality and most flavorful grapes in the world.

Recommended Display Ideas
California table grapes should be prominently

displayed from Memorial day through Christmas.
Two fundamental goals should always be kept in
mind when building a display: quality and 
abundance. An abundant, fresh, high-quality 
display will generate even greater grape sales.
Customers are inclined to buy more grapes from
an abundant display. No matter how good the
quality of product on display, partially stocked 
displays will make customers think they are 
getting lower quality, leftover product the 
shoppers before them did not want. To protect
their quality, while visually providing a picture of
abundance, grapes should not be stocked more
than one layer high. Fill and maintain the display
frequently throughout the day/evening. 

Point of Purchase/Signage
Point-of-purchase materials are used to draw

customer attention to the display and drive
impulse purchase activity. The key to success with
point-of-purchase materials is to use the materials
to create excitement at the display without taking
away from the image of the produce department. 

Signage is yet another call to action for 
customers to buy more grapes. Nutritional and
variety information at the display or in the 
informational directories in the produce 
department fulfill customer need while 
generating increased sales. With high consumer
trust and preference for California-grown 
grapes, signage highlighting “California” 

of red, green and blue-black grapes will generate
excitement and sales. Research shows that chains
promoting multiple varieties received a minimum
of 200 percent item lift over baseline volume. Try
displaying an eye-catching mix of product that
generates a greater choice of product availability.
Variety, display creativity and freshness all 
stimulate impulse purchase behavior.

Promotional/Advertising Ideas
Red, white and blue for the Fourth of July;

back-to-school with grapes packed for snacks 
in a lunch box; festive holiday ideas with recipe
cards that include grapes for Thanksgiving, 
Christmas and Easter. 

Ripeness Recommendations
Grapes will not mature or gain sweeter flavor

after harvest. We at Sunlight and Dulcich harvest
only fruit that has matured to the optimum flavor
and sweetness nature provides. 

Display Care And Handling
To maximize sales, straighten grapes displays

when passing by to work on other displays. When
rotating the display, always move older product to
the top and center of the display. Whenever low
or poor quality product is found, it should be
removed. When product on display begins to look
tired, remove or rework the product to maintain a
fresh quality image and maximize profitability.

Refrigerated displays will extend the shelf life
of grapes. Cool temperatures will prevent grapes
from drying out.

Backroom Receiving And
Preparation Procedures

Never wash grapes in preparation for display.
The natural protective layer created by the grapes,
called bloom, will be removed allowing for 
dehydration or water loss to occur. While water
may be refreshing for some produce, it will harm
grapes. Always store with other fruits that require
cold temperatures. Grapes should be kept at 34° F
and high humidity. Never store grapes next to
onions or other items that emit strong odors.

Cross-Merchandising Opportunities
1. Wine, cheese and crackers.
2. Whipped cream and gelatin. 

provides additional sales opportunities.

Variety and Availability Guide
Variety is the spice of life, and we have variety.

Today, Jakov P. Dulcich and Sons produces 11 
varieties and is making plans to introduce new
varieties for the future. With today’s sophisticated
shopper, displaying and promoting a wide range

SUNLIGHT INTERNATIONAL SALES
P.O. Box 1027

Delano, CA 93216
Phone: 661-792-6360

Fax: 661-792-9070
www.dulcich.com
nick@dulcich.com

Carry several varieties and
colors — green, red, black,
seedless and seeded. 

Rotate stock frequently 
for bright, fresh-looking
product.

Promote grapes frequently
with expanded displays.

Fruit must be kept at prop-
er temperature to preserve
shelf life. Once chilled,
keep chilled. The grapes
should be kept refrigerated
whenever possible.

http://www.dulcich.com
mailto:nick@dulcich.com
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NEWSTAR FRESH FOODS LLC
900 Work Street

Salinas, CA 93901
Phone: 1-888-STAR-220

831-758-7800
Fax: 831-758-7869

www.newstarfresh.com
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Out-of - the-Box
Promotional Ideas
Create a Mexican themed display in

the front of the store, including green
onions, tomatoes, peppers, and cilantro.

Recipe cards utilizing green onions
can be distributed with tear-away pads.

Cross promote green onions with
potato’s, eggs, or chicken and offer a
coupon good for X amount off is they
purchase both.

Channel strips can be added to draw
the attention of the consumer to the
product.

Iceless Green Onions are a perfect way to add
value to your produce section. The iceless pack of
Green Onions offers many benefits, including a
longer shelf life that reduces shrink, increased
freshness and best-if-used-by dates, for easy 
rotation. In addition, the bag protects the product
from consumer handling at the store level.

Merchandising Ideas
• Build a circular display of green onions 

with radishes in the center to catch the 
consumer’s eye.

• Offer recipe cards with photographs
utilizing green onions. 

• Use theme-decorated displays to attract
attention. Ethnic displays, backyard BBQ,
4th of July, Asian, Mexican Theme: Fall, 
Easter, etc.

• Reader cards showing green onions in use
are great visual displays that prompt usage
ideas.

• Channel strips can be added to the shelf to
draw attention to the product. 

• Utilize floor graphics showing the product in
use, e.g.; enchiladas or baked potatoes.

Reduce freight cost and
extend shelf life by purchas-
ing iceless green onions.
Keep iceless/value-added
product away from misters.

Green onions are great 
flavor additions to 
potatoes, salsas, eggs,
tacos, and soups.

Green onions can be 
promoted all year long.

Keeping bulk green onions
misted and chilled will
ensure maximum shelf life.

Display green onions next
to salad items, such as leaf 
lettuce and radishes, for
maximum sales.

Keep roots trimmed and
loose product misted.

Rotate green onions daily 
to ensure the best possible
product.

6

7

http://www.newstarfresh.com
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Merchandise basil with
tomatoes, especially larger
size packages.

Don’t get basil too cold — it
is best at 50° F.

Order more basil — it is 40
percent of the category. 
And don’t run out — check
your stores in the evening,
especially on Sunday. 
No basil = lost opportunity.

Q U I C K T I P S
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2

3

Bouquet and Holiday Assortment shippers for the
Thanksgiving and Christmas seasons. 

Display Care And Handling
Basil does not like temperatures below 40° F

so merchandise away from direct cold air. Build a 
secondary basil display with the tomatoes, 
especially for larger value-pack and jumbo-pack
basil offerings.

Backroom Receiving And Prep
Store basil at 50° F, other herbs in the cooler.

Cross Merchandising Opportunities
Cross-merchandising opportunities are 

endless. Cross-merchandise basil with tomatoes,
dill with seafood, rosemary with potatoes, 
rosemary skewers at the meat counter and 
Poultry Bouquet with the turkeys or stuffing 
ingredients. Our nine varieties of seasonal 
shippers include recipes designed to move 
additional produce items.

What Makes This Category Important To
the Produce Department?

Fresh specialty produce is one of today’s
hottest trends and fresh herbs are at the forefront
of this growth. Produce trends follow public
awareness created by celebrity chefs and TV 
cooking shows, along with national food and
home magazines. This trend to “fresh flavors”
coupled with the desire for quick flavors that are
not high in sugar or fat, make the fresh herb 
section a destination for both home chefs and 
soccer moms who want to prepare healthful, 
flavorful food quickly. 

Top quality fresh herbs, then, can be the 
decision criteria for store choice for these “fresh”
customers who are called the “best produce 
customers.” They are called this because:

1) They buy more fresh produce than any
other customer

2) They buy more high-margin specialty items
than any other customer

Recommended Display Ideas
Fresh herbs do well prominently displayed in

high traffic areas near other specialty produce
including exotic mushrooms and specialty 
peppers. They can be displayed on multi-deck
case shelving, on pegs, or in specially designed
display racks. 

A secondary display of basil in the tomato 
section will help maximize the sales of the 
category’s No. 1 item.

Point Of Purchase/Signage
HerbThyme Farms provides Herb Center

header signs to make the fresh herb section 
clearly visible to consumers. HerbThyme also 
provides educational How to Use Herbs multifold
handouts designed both to educate the first-time
buyer and to encourage existing users to try 
additional varieties.

38

Variety And Availability Guide
HerbThyme Farms operates over 400 acres

and over 3 million square feet of greenhouse
ranges, all in California. We deliver a year-round
supply of all major varieties of fresh culinary herbs
both conventionally and organically grown.

HerbThyme offers a full variety of 
merchandising vehicles including clamshells in
.66-, 1-, 2-, 2.5-, 3- and 4-ounce sizes, along with
bunches, sleeves and foodservice packs. 
Additionally, we offer nine varieties of seasonal 
promotional shippers. 

Promotional/Advertising Ideas
We recommend quarterly full- line promotions

and promoting basil with expanded tomato 
sections in the summer. Additionally we offer 
seasonal in-and-out shippers to generate 
excitement for the category and incremental sales
for your bottom line.

Our display shipper offerings range from Salsa
Blend shippers for Super Bowl to Rosemary 
Skewers shippers for summer holidays to Poultry

Build a display with larger basil
clamshells (2- to 4-ounce) with pine nuts
and garlic for a pesto feature. A $10 to
$15 ring! And it won’t take away from
other produce purchases, so it is all 
NEW money!!

Out-of - the-Box
Promotional Ideas

mailto:goodman@comcast.net
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The prime location for our
Live Gourmet Butter Lettuce
is directly next to iceberg
lettuce in the leafy green
section of your produce 
display. 

Place and reface frequently;
with the clamshell package,
daily trimming and product
refreshing will be nominal.

Q U I C K T I P S

1

2

Out-of - the-Box
Promotional Ideas

Be the first in your region to offer 
a greenhouse-grown section in your 
produce department. Merchandise
greenhouse grown lettuce, cucumbers,
tomatoes, bell peppers and herbs in 
one central location. Stress the benefits
of controlled environment growing,
uniform quality and reduced pesticide
use to generate cross-selling and 
up-selling of your produce department
shoppers.

Since 1996, Live Gourmet brand 
hydroponically grown living butter lettuce has
offered an improved category solution for 
innovative produce merchandisers across America.
With its extended shelf-life and protective, 
interlocking, and easily merchandisable clamshell
package, Live Gourmet Butter Lettuce has saved
hours of labor, significantly reduced shrink and
generated higher dollar rings creating increased
gross margins for the butter lettuce category.

Live Gourmet Butter Lettuce is “Absolutely
Fresh because it is still Alive!”

By harvesting our butter lettuce with its roots
intact, we provide each delectable leaf with a
source of nutrition after harvest, helping the leaf
remain fresher and more flavorful for days longer
than butter lettuce harvested in the conventional
manner. Fresher lettuce means higher flavor 
profiles and greater nutritional value, which 
generates higher levels of consumer satisfaction
and helps drive increased purchase frequency.

Our lettuce is Pest Free Naturally as we utilize
integrated pest management (IPM) regimes — 
a natural, more ecologically sound pest control
method. IPM incorporates naturally occurring 
pest regulators and beneficial predatory insects
that reduce harmful insect populations in the
growing environment. No organophosphates or
carbamate pesticides are ever used. 

The Live Gourmet clamshell packaging 
concept — we like to call it a mini-greenhouse —
provides a micro-environment around the lettuce
helping it stay fresher longer. The clamshell 
protects each delicate leaf from physical damage
during handling and acts as a food safety barrier
between the product and the consumer, an area
of increased interest for many consumers. 

The clamshell’s interlocking feature aids in
ease of maintaining a presentable, attractive 
display on your produce section shelf. Just place
and replenish the facings daily. Our clamshells 
are made from post-consumer recyclables and 
are Level-1 recyclable, a very important feature 
for most of today’s shoppers. 

Live Gourmet Advantages:
• Absolutely fresh because it’s still alive!
• Consistent uniform product quality all 

year-round
• Pest Free Naturally 
• Extended shelf-life and reduced shrink that

helps you sell more units
• Attractive, see-through and easily 

merchandisable packaging 

as a BLT promotion that offers the ingredients for
a bacon, lettuce and tomato sandwich, can drive
traffic to several areas throughout your store. 

Use of cents-off coupons for ingredients 
located at displays of the corresponding items 
can be used to draw your meat department 
shopper into your produce section and bakery
goods section of the store. 

Receiving, Storage And Handling Tips
Maintain the cold chain at all times and

observe suggested temperature ranges to extend
the product’s shelf-life. 

Inspect all shipping cartons for the “Enjoy by
Date” or “Best if Used by Dates” and maintain
proper product rotation in the storage cooler and
on the store shelf.

Visually inspect each clamshell during 
placement on the shelf to insure your display is
the very best it can be.

Backroom Receiving And 
Preparation Procedure 

Observe the “Enjoy by Date” stamped on
each package and maintain a proper rotation 
to insure maximum value for your customer. 
Place and reface frequently; with the clamshell
package, daily trimming and product refreshing
will be nominal.

Recommended Display Ideas
Live Gourmet Butter Lettuce is truly a 

value-added offering and can be merchandised
successfully in several locations within the 
produce section of your store. Refrigerated 
free-standing island displays, end-cap displays 
and second- and third-level shelving above the
wet rack can prove to be excellent merchandising
zones depending upon your store’s produce
department configuration. 

Our research suggests the prime location for
our Live Gourmet Butter Lettuce is directly next to
iceberg lettuce in the leafy green section of your
produce display. This requires closing of the wet
rack mist system nozzle directly above our product
display, thereby eliminating unattractive water
spots on the container. 

We find that merchandising the product in
the bagged salad case is often the area of last
resort, and it may lead to buyer confusion. The
bagged salad shopper is looking for tear-and-pour
convenience, and our product requires processing
before use. In every instance, eye-level multiple
facings that create attractive displays help 
generate increased sales velocity for our product. 

Cross-Merchandising Opportunities
Combining offers with other salad ingredients

— from croutons to gourmet cheeses and salad
dressings — can help acquaint your shoppers with
this uniquely fresh butter lettuce. 

Promoting your private-label salad dressing in
conjunction with our butter lettuce is a great way
to generate increased velocity for both categories.
Interdepartmental cross-promotional offers, such

HOLLANDIA PRODUCE
P.O. Box 1327

Carpinteria, CA 93014
Phone: 805-684-8739

Fax: 805-684-9363
www.livegourmet.com
info@livegourmet.com

http://www.livegourmet.com
mailto:info@livegourmet.com


Reader Service # 31

http://www.livegourmet.com


A.J. TRUCCO, INC.
343-344 NYC Terminal Market

Bronx, NY 10474
Phone: 718-893-3060

1-866-AJTRUCCO
Fax: 718-617-9884

www.truccodirect.com
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Out-of - the-Box
Promotional Ideas
Organize in-store demos showcasing

the fruit’s versatility by offering 
customers samples of the kiwifruit by
itself and used in recipes. 

• Emphasize the versatility of kiwifruit. 
• Highlight the nutritional benefits of the fruit

and provide recipe ideas for fruit salads and
smoothies.

Variety And Availability Guide
• Kiwifruit is available year-round.
• Trucco distributes both the Hayward and

Golden varieties. 
• We now offer USDA Certified Organic

kiwifruit.
• Italian kiwifruit is available under the 

KiwiStar and ‘Made in Blu’ labels.

Promotional/Advertising Ideas
• Promote the healthful aspects of kiwifruit.

Many consumers are not aware that
kiwifruits have more nutritional value than
apples, oranges and bananas.

• Promote versatility. Kiwifruits can be eaten
fresh, in salads and used in many recipes
from muffins to pasta sauce.

• Kiwifruit does not require refrigeration in the
consumer’s home. Simply keep them in a
dry, cool place.

Ripeness Recommendations
• Kiwifruit arrives mature and ready to eat.
• Our strict quality control and handling is

assured every step of the way and from
every point of origin. From grower to 
grocer, you can expect the best quality
kiwifruit from Trucco.

Highlight the benefits and
versatility of kiwifruit to
boost sales.

Use variety in packaging to
complement the traditional
‘loose’ display.

Clamshells and D-Paks are
great value-added 
packaging options and also
make eye-catching displays.

Promote specials 
throughout the year.

Have in-store sampling. In
most cases, consumers buy
after sampling the product.

Cross-Merchandising Opportunities
• Kiwifruit can be promoted as a healthful 

and versatile fruit that goes well with 
most anything.

• Great for baking recipes, salads, smoothies
or simply by itself.

Kiwifruit is a high-volume item available 
year-round. Its deliciously refreshing flavor and
convenience make it a popular product among
adults and children alike. Trucco imports kiwifruit
from Italy, New Zealand and Chile and also 
distributes product from California. 

Recommended Display Ideas
• Kiwifruit should be displayed as ready to eat.
• Place with mainstream fruits in high-traffic

areas of the produce department.
• The key to an effective kiwifruit display is

rotating and using multiple packs, tie-in
items, promotions and varieties.

• Do not place near apples or bananas, as 
ethylene emitted by these can cause
kiwifruit to mature more quickly.

• Kiwifruit packed in clamshells and D-Paks
save space and increase sales. These are
great alternatives to displaying loose fruit. 

• Trucco offers some custom packaging to suit
individual retail needs.

• Our top-of-the-line Italian Kiwifruit are
packed under the KiwiStar and ‘Made in Blu’
labels and distributed exclusively by Trucco
in the United States.

Point of Purchase/Signage
• Consumers are drawn to the beautiful inner

core of this fruit. Utilizing graphics showing
cut fruit is a great way to promote the item
and encourage consumption.

• Advertise the ease of cutting kiwifruit.
• Posters and displays can also be used to 

promote price and special sales. 
• Literature and POS materials are available to

promote all the varieties and labels carried
by Trucco.

http://www.truccodirect.com
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WALTER P. RAWL & SONS, INC.
824 Fairview Rd.
Pelion, SC 29123

Phone: 803-894-1900
Fax: 803-894-1945

www.rawl.net
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Out-of - the-Box
Promotional Ideas

List greens as a part of suggested
menus. Some examples are: 

Collard with Color (Collard greens
precooked in chicken broth and water,
then stir fried with garlic, red bell pep-
pers, and onions)

Serve sautéed on top of fresh baked
garlic bread

Use in vegetable soup.

Greens are great for kids. Encourage
children to enjoy greens.

Recommended Display Ideas
Sales of leafy greens can be increased by

acquainting the consumer with the many ways of
preparing these products in addition to their great
nutritional value. There is great potential in sales of
these products since they are low in calories and
high in nutritional value. Greens are of 
southern origin; however, since they are 
extremely versatile and taste so good, they can fit
into menus of any other part of the country.

By placing greens with some cooking items
and recipe preferences, consumers can be 
attracted to their versatility. Color plays a most
important part in purchases; therefore, it is a good
idea to place greens close to produce items of
varying colors, such as red and yellow peppers,
making the greens more appealing to 
consumers. The greens should be arranged so the
PLU tags and product identifications are visible to
consumers.

Periodically changing the arrangement of the
loose/bunch greens in the display will attract 
regular customers. Consumers automatically will
notice the difference, thus making the change a
great possible selling point.

Point Of Purchase/Signage
Suggested purchasing ideas and proper 

nutritional value will make consumers more
informed buyers. Since nutritional value is of 
great importance, consumers can be familiarized
more with the excellent nutritional benefits of
greens and delicious ways to prepare them. 

Variety And Availability Guide
Value-Added Rawl Brand greens and Rawl

Brand bulk greens are available every month of
the year. The majority of leafy greens are grown 
in the southern States with South Carolina, 
Georgia, North Carolina and Florida being 
leading producers.

Promotional/Advertising Ideas
• Promotions including how leafy greens can

be used with other vegetables to add 
interesting tastes and good nutrition to 
dishes such as salads, side dishes and soups
will peak interest with consumers. 

• Promotions throughout the year showing 
all greens’ versatility will add interesting 
concepts to recipes. As a southern tradition,
greens along with black-eyed peas are
included in the New Year’s Day menu for
prosperity and good luck.

show brown or yellow spots; make sure PLU tags
are visible to the consumer.

Remember it is not necessary to mist the
product when displaying packaged greens.

Temperature maintained at 34° to 36° and
good air flow are important to extending shelf life.

Backroom Receiving And 
Preparation Procedures

A temperature of 34° F needs to be 
maintained immediately upon receiving. Leafy
greens are highly sensitive to ethylene gas, which
can cause loss of color. It is best to use the first in,
first out (FIFO) method for product rotation. 
Product in the back room should be checked 
often for proper rotation.

Cross-Merchandising Opportunities 
Promote with other stir-fry/stir fry vegetable

items such as yellow/red peppers, garlic,
tomatoes, lettuce, mushrooms, carrots and 
green onions.

Cross-merchandise with soup items or as an
entrée (pasta, smoked sausage, ham, bacon, fish,
pork chops, lentils, bread and corn).

Recommend using a mustard green leaf on a
vegetable or grilled meat sandwich rather than
iceberg lettuce.

To spark consumer interest in exploring 
versatility when cooking, place pasta, olive oil,
whipping cream and corn bread near 
leafy greens.

Leafy Greens are nutritional
heavyweights: they are 
excellent sources of folic acid,
also vitamins A and C.

Greens are most versatile —
they make great dips, pasta
dishes, soups, salads, hors
d’oeuvres and entrées.

The RAWL BRAND bagged
greens offer a nutritional,
user-friendly alternative for
21st century consumers.

• Since consumers are always looking for new
ways to prepare products and new recipes
are welcomed in every kitchen, it is 
advantageous to set up a cooking display in
stores with samples of leafy greens dishes. 

* A great selling point is to present samplings
of greens throughout the year to peak 
interest and generate sales; customers 
will be apprised greens are available and
delicious all year long. 

• Take advantage of local, regional, and
national celebrations and special
months/days such as National Nutrition
Month, St. Patrick’s Day and New Year’s
Day, just to name a few. Since greens are
great heart-healthy food and February
is Heart Month, a perfect tie-in would be 
to promote greens as part of a 
heart-healthy diet.

• Point of Sale materials can be obtained 
from local State Departments of Agriculture,
National 5-A-Day entities, and the Leafy
Greens Council (www.leafygreens.org) to
educate children and consumers on the
great nutritional benefits of leafy greens. 
For additional nutritional value and 
utilization ideas, consumers can go to
www.aboutproduce.com.

Display Care And Handling
Moisture is vital for bulk greens. Leafy greens

are very sensitive to moisture loss. Ideal 
temperature is from 34° to 36° F.

In culling display, trim stems beginning to

http://www.rawl.net
http://www.leafygreens.org
http://www.aboutproduce.com
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CIRULI BROTHERS, LLC
P.O. BOX 1476

Tubac, AZ 85646
Phone: 520-281-9696

Fax: 520-281-1473
www.cirulibrothers.com
info@cirulibrothers.com
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What Makes This Category Important To
The Produce Department?

Roughly one in three people in the United
States has never tried a mango, but it is the most
consumed fruit in the world. Mangos are increas-
ing in popularity across the country due to their
delicious flavor and nutrient content. They are
high in beta-carotene and vitamins C and K, and
are a good source of dietary fiber and potassium.

This category is especially important because
of changing U.S. demographics. In the last five
years, the Latino and Asian populations grew by 16
and 17 percent (U.S. Census Bureau), respectively,
making them the fastest growing ethnic groups in
the country. They also happen to comprise the
client base that consumes mangos the most. 

Statistics show increasing mango sales poten-
tial. Per capita consumption has doubled over the
past ten years. It is currently about 2 pounds per
year (USDA Economic Research Survey), meaning
mangos can generate even greater profits for
supermarket stores when marketed using creative
promotional tools such as catchy displays.

Recommended Display Ideas
Inventive displays are a great way to entice 

purchasing. Retailers can display them with han-
dling and nutritional information for consumers
who are unfamiliar with them. Some ideas are to
post point-of-purchase (POP) signage that pro-
vides information on different varieties, nutritional
content and preparation instructions. 

Point Of Purchase / Signage
POP signs can be very influential in spurring

impulse mango purchases. They are particularly
useful for consumers who are not too familiar with
an item but are willing to try it. Useful information

to display on signs includes ripening guides, han-
dling information and preparation ideas (including
recipe handouts and cutting diagrams).

We recommend retailers set up ripeness
charts and cutting instructions alongside sampling

them to combine well with entrées as well as
desserts. Primarily impulse purchases, mangos can
be enjoyed alone as a healthful snack, grilled on
skewers with vegetables or even alongside a
salmon fillet. Mangos also make refreshing drinks,
such as coolers, frozen margaritas and daiquiris.

When promoting mangos, display recipe
ideas such as the above-mentioned, along with
cutting and selection instructions. Mangos can be
promoted in multiples, although some retailers are
adopting box promotions. Another innovative
pricing technique being adopted by major mer-
chandisers is value-added clamshell packaging.

Ripeness Recommendations
To enable the ripening process, store mangos

at room temperature. To accelerate maturity, dis-
play them with other ethylene-producing items
such as tomatoes, avocados and honeydew.
Inform customers how to speed up the maturity
process at home by placing mangos in a paper
bag and leaving them on the kitchen countertop
at room temperature. Mangos may be refrigerated
once they are ripe to prolong shelf life.

How do you know if it’s ripe? A mango will
feel soft when given a gentle squeeze and a sweet,
fragrant scent emanates from the stem end. Color
is not always a good indicator of ripeness. Cus-
tomers should know some mango varieties may
stay green, even at maturity. Among the varieties
more prone to color change are Haden, which
develop smooth yellow skin with a slight red
blush, and Ataulfo, which turn from a light green
to yellow when the color starts to break, and final-
ly to a deep golden color when fully mature.

Display Care And Handling
Mangos hold color well at temperatures

between 50° – 55° Fahrenheit. Anything lower
makes mangos susceptible to chilling injury. 

Typical Shelf Life: 7-14 days
Mist: No
Relative Humidity: 85-90 %
Primary Box Size: 5 Kg
Carton Counts: 8-14 ct (Red & Green varieties)

12-20 ct (Ataulfo variety)

Cross-Merchandising Opportunities
Since mangos are mainly consumed by peo-

ple of Asian and Latino descent, retailers can pro-
mote mangos during various cultural holidays to
boost sales. For instance, advertise mangos for use
in a guacamole recipe during Cinco de Mayo cele-
brations (or even during Super Bowl week), when
they can be cross-merchandised with complemen-
tary items such as tomatoes and avocados.

trays so customers can see what the fruit looks like
and how it tastes at the point of sale.

Variety And Availability Guide
Thanks to increased imports, mangos are now

available year--round. Mexico, our leading mango
supplier, primarily exports the following varieties:

— Ataulfo (Feb – July): This smaller, kidney-
shape variety is a deep golden yellow when ripe
and has an intensely sweet taste. It has a velvety
texture due to minimal fiber and a small pit. Only
the finest Ataulfo is marketed in the United States
under the Champagne mango label. 

— Haden (Feb – June): This larger fruit has an
oval-round shape and a firm texture with slightly
more fiber. Its skin develops a red blush with some
yellow when ripe.

— Tommy Atkins (March – July): This variety
has a more oblong, oval shape and a moderately
fibrous texture. The skin develops a deep red
blush with some green areas.

— Kent (June – September): Slightly larger,
these have green skin with a slight hint of a red
blush. They have a sweet flavor with mild fiber.

— Keitt (June – October): This oval-shaped
fruit has green skin with a hint of a rosy blush. It
has a flavorful aroma and smooth texture. 

Promotional/Advertising Ideas
Delicious, versatile mangos are an excellent

promotional item year-round. Their flavor allows
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Familiarize produce staff
with mangos, including 
their maturity process and
handling instructions. They,
in turn, will be better 
prepared to help answer 
customers’ questions.

Point-of-purchase 
communications (ripeness
charts, cutting diagrams,
nutritional content) are 
useful for encouraging 
sales and educating 
consumers about the fruit.

Sampling one of the most
effective ways to encourage
impulse purchases. Provide
customers with mango slices
or cubes on toothpicks and
have a demonstrator show
them different ways to cut
and handle the fruit.

3

http://www.cirulibrothers.com
mailto:info@cirulibrothers.com
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DULCINEA FARMS
111 Corporate Drive, Suite 200

Ladera Ranch, CA 92694
Phone: 949-429-1200

Fax: 949-429-1201
www.dulcinea.com

information@dulcinea.com
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Out-of - the-Box
Promotional Ideas

Growing The Category
The melon category is shopped by a high 

percentage of produce shoppers and watermelon
and cantaloupes rank high in per capita annual
consumption relative to other fresh fruits. 
Mini-watermelons, in particular, are an 
opportunity for incremental sales growth. 
Consumer awareness of the mini-watermelon 
category in the western United States has grown
from 22 percent to 83 percent in the past two
years1 and nationally accounts for approximately
10 percent of the sales of the entire watermelon
category2.

Fresh-cut melon sales continue to grow as
consumers seek convenience and look to manage
their purchase risk by shopping with their eyes in
order to tell a “good one from a bad one.” While
fresh-cut melons may look great, appearance is
not an indicator of flavor and sweet taste. Herein
retailers can capitalize on differentiating 
themselves from the competition by carrying
whole and fresh-cut melons of the highest quality
and utmost consistency. An assortment of melon
offerings, attractive displays and consumer 
education can turn your produce department 
into the preferred shopping venue.

Recommended Display Ideas
The key to a successful melon display is a

triple play of variety, abundance, and seasonal
consistency — all done with POS to help 
consumers select perfectly-ripe melons. 
Watermelon, both traditional and minis, along
with cantaloupe and honeydew, are the big three
of the melon category. Specialty and exotic 
melons should also be displayed to attract 
adventurous, food-savvy consumers alongside the
primary varieties. 

It is very important to showcase the colorful,
juicy flesh of the melon by keeping halved samples
of the melon over-wrapped in plastic and 
prominent on the display. Since consumers love
melons year-round, it is important to maintain a
sizeable melon display 12 months a year. Ample
off-shore supplies make it possible to offer 
reasonably priced fruit in all four seasons, and
doing so, with a prominent display, is a way of
building the melon consumption habit. 

Certain holidays such as Memorial Day week-
end and the Fourth of July are natural promotions.
Take advantage of other popular party times by
promoting around Easter picnics, college champi-
onship match-ups and even Halloween parties. 

honeydews). If chilled excessively, melons can 
suffer damage which may not be apparent when
sold and thus can result in consumer 
dissatisfaction. Display melons at room 
temperature for up to five days and avoid any 
outdoor displays in extreme heat and cold. 

Cross-Merchandising Opportunities
Since produce consumers typically purchase

and consume more than one type of melon, 
cross-merchandising between watermelon, 
cantaloupe and honeydew is a good way to build
melon volume. Multiple-melon purchase 
incentives are also effective. Other melon-compati-
ble products include yogurt, nuts and ice cream. 

1Dulcinea Farms A&U Study – September 2004 &
September 2006* (West)

2Syndicated Data from FreshLook Marketing, 52
weeks ending October 2006

Keep melon displays 
abundantly stocked, year
round.

Offer multiple-melon 
purchase price incentives.

Facilitate consumers’ 
purchase of the “perfect”
melon with “how to select”
guidelines, POS and/or 
personal advice from the
produce manager.

Point Of Purchase/Signage
Effective point-of-purchase material should

both emphasize the important attributes of avail-
able fruit (such as seedless) and provide consumer
education on judging the ripeness of melons.
Encourage purchases by utilizing POS materials to
address consumer needs, such as highlighting
nutritional benefits and new usage ideas.

Variety And Availability Guide
Consumers expect and reluctantly accept

limited availability, lower quality and higher prices
in the “off season,” but they reduce their con-
sumption accordingly causing huge seasonality
swings. Aim to shift the consumer mindset by 
providing high-quality produce year-round to 
flatten seasonality curves and build perennial 
produce department sales and profitability. 

Ripeness Recommendations
Consumers like red, crisp, juicy, sweet water-

melons. Cantaloupe lovers have more diverse
ripeness preferences — some like them firm and
slightly crunchy, others like them soft, extra juicy
and full-flavored. 

With Dulcinea® Extra Sweet Tuscan Style 
Cantaloupe, consumers can select their flavor and
texture preferences by “reading the grooves.” 
The color of the exterior grooves changes as the
melons ripen: mostly green = firm; mostly gold =
softer, juicier and full flavored.

Display Care And Handling
For best results and maximum product life,

store melons in a produce cooler at specific 
temperatures until ready to display (50° F for
watermelons, 40° F for cantaloupes, and 45° F for

PRODUCE BUSINESS / MARCH 2007 / MASTERS OF MERCHANDISING

Build melon volume by showcasing
new usage ideas and occasions, such as
cantaloupe smoothie for breakfast or
watermelon salsa for a tasty treat.

Promote the nutritional benefits of
melons year-round. Consumers love
good-for-you fruits available every day
of the year. 

http://www.dulcinea.com
mailto:information@dulcinea.com
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Phone: 831-763-5300

Fax: 831-763-0700
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Out-of - the-Box
Promotional Ideas
Promote or merchandise Monterey’s

Steak Mate® Thick & Hearty mushrooms
in the meat department.

Sell Portabellas by the unit versus
pound — sales increase up to 300 percent.

Merchandise Monterey’s Clean N
Ready® Sliced Mushrooms in the new
“Resealable Bag” as complementary to
bagged salads to increase sales and
expand profits. These time-saving mush-
rooms can save 10 minutes of prep time!

Recommended Display Ideas
Research shows sales can increase up to 40

percent by grouping all varieties together, provid-
ing proper space allocation and positioning mush-
rooms next to the salad section. Demographics
play an important role in determining space allo-
cation. Exceptional departments can allocate 8-
plus linear feet for mushrooms in the multi-deck
case, or 32 square feet; larger departments should
allocate 6 to 8 linear feet, or 24 to 28 square feet;
smaller departments with lower income shoppers
should allocate 4 to 5 linear feet, or 16 to 20
square feet; and stores with small departments
and higher income shoppers should allocate 5 to
6 linear feet, or 20 to 24 square feet.

Secondary Displays
Because of the versatility of fresh mushrooms,

secondary displays can bring meal solutions to the
consumer’s mind. On-going secondary displays in
the salad and meat cases are recommended. Sea-
sonal displays can feature eggs, potatoes, rice,
pasta, tortillas, cheese, onions and other cooking
vegetables. Organic, natural, and diet meal solu-
tions are other ideas effective with mushrooms.

Point Of Purchase/Signage
Attention to the category through section

signage, recipe cards, shelf talkers (on flavor, selec-
tion, care & handling, and usage) will drive sales.
Mushroom consumption will grow only if con-
sumers become more educated on usage and
benefits, such as mushrooms’ contribution to
nutrition and weight management. Trial and
usage will follow if the category is highlighted
within the department. Most stores carry 15 to 25
varieties/package types; so consumer education
about what to do with various types is important.

Cross-Merchandising Opportunities
Meal solutions can be achieved year-round by

cross-promoting sliced mushrooms with bagged
salads and capitalizing on grilling opportunities
with steaks, stir-fries and shish kabobs. Steak
Mate® thick sliced mushrooms are outstanding
displayed in the meat section, as are Portabellas
during grilling season. Using portabellas as a
meatless alternative is also popular. Mushrooms
are ideal as a flavor enhancer and complementary
ingredient in pastas, soups, eggs, rice, casseroles
or pizza.

Variety And Availability Guide
Maintaining a full variety of white, portabellas,

specialty and dried mushrooms will help drive
sales! Consumers can then decide if they want to
purchase bulk or packaged product at the segment

room category generate the most volume and
profit for the category. Feature advertising should
be utilized once per quarter to highlight mush-
rooms. Mushrooms sell well during the holidays,
and promotions would be more wisely spent dur-
ing non-holiday weeks. In other words, do not dis-
count mushrooms during the holidays.

Ripeness Recommendation
Mushrooms are highly susceptible to break-

down and should be refrigerated upon receipt. On
average, mushrooms have a shelf life of 6 to 8
days, so it is critical to keep backroom inventory at
a minimum. Mushrooms gain more flavor as they
age, so white mushrooms with a tinge of brown
can still be sold as fresh. Brown and specialty vari-
eties usually have an extra day or two in shelf life.

Display Care And Handling
Mushrooms must be displayed and stored

between 32° and 36°, 85 to 90 percent humidity.
For every 5° increase in temperature, mushrooms
lose a day of shelf life. Due to their high perishabil-
ity, mushrooms should never be stacked more
than two high. Rotate product properly. It is criti-
cal to circulate air ventilation for mushrooms. 

Receiving, Storage And Handling Tips
To manage shrink effectively, holding coolers

should carry minimal overstock. Avoid out-of-
stocks. Plan accordingly for promotions and fea-
ture ads. Refrigerate mushrooms immediately.
Store mushrooms up high and off moist floors,
away from warm doorways, out of direct airflow
and away from odorous perishable items. 

Keep mushrooms 
refrigerated and dry.

Promote mushrooms 
consistently year-round and 
particularly throughout the 
summer. Vary promotions 
to include all varieties. Deep
discounts are not necessary.
In-store promos help, too.

Utilize multi-item advertising
highlighting all category
segments.

Merchandise based on
department sales and 
consumer demographics. Use
sampling, educational info
and recipes to encourage
trial, repeat purchase and to
drive sales. Test adding a sec-
ond display of sliced mush-
room packages in the salad
section. Cross-merchandise
with complementary items.

Don’t forget to promote
larger pack sizes and exotics.
Use promotions to build con-
sumer awareness of specialty
varieties and trade them up.

level. Practice maximum assortment, which
includes a variety of whole, packaged, sliced, 
Portabellas, Organics, value-added, Specialty
mushrooms, dried and bulk. Look for new varieties,
such as Monterey’s Heirloom Grill-A-Bella™, which
add benefits for the consumer. Since mushrooms
are available throughout the year, it is important
they be well displayed and promoted, especially
when you consider the average mushroom dollar
ring is over $2, and mushrooms generate over $50
in sales per square foot display space.

Promotional/Advertising Ideas
Mushrooms are an impulse buy and need

promotion activity to help bring new shoppers to
the category. However, they are not price sensi-
tive, so deep discounts are not necessary. On aver-
age, promotions should be utilized six to eight
times per quarter to maximize overall sales. Dis-
counts should generally be between 20 and 33
percent. Two-for-$X, or multiple pricing, tends to
be the most effective method of promotion.
Research shows multiple-item ads in the mush-

http://www.montereymushrooms.com
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Promotional materials and 
recipe cards should tout
Idaho-Eastern Oregon Onions 
as great raw, on burgers
and for cooking. 

In-store sampling and co-op
advertising drive retail sales 
and product awareness.

Don’t forget: “The bigger 
the better.”
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Out-of - the-Box
Promotional Ideas
Onions are one of the most frequently

used ingredients in recipes around the
world. The onion-shaped cookbook titled
Onions Make the Meal celebrates the
worldwide popularity of onions with
more than 100 recipes featuring 
Idaho-Eastern Oregon Onions. Copies of
the book are available for $10, which
includes shipping and handling. Try 
placing samples of the cookbook near the
onion display to let your customers know
about the many ways to use onions. 
Contact the Idaho-Eastern Oregon Onion
Committee for more details.

Recommended Display Ideas
Idaho-Eastern Oregon Onions are versatile

onions that may be used at any meal or in any
favorite onion recipe. The appeal of Idaho-Eastern
Oregon Onions is their golden globe shape and
their remarkable mild flavor. Idaho-Eastern Oregon
Onions retain their texture when cooked, adding
flavor and consistency to any dish. 

When it comes to displaying Idaho-Eastern
Oregon Onions, we say, “The bigger, the better.”
The bigger and more dramatic you can make your
displays, the better your sales will be. 

Good signage that distinguishes the different
varieties and versatility of onions will go a long
way in increasing sales. Full-color Idaho-Eastern
Oregon Onion price cards will make the display
even stronger.

Point Of Purchase/Signage
Make quick-idea recipes available near the

onion section to encourage impulse purchases. 
To help consumers decide which onion to

purchase, display an Idaho-Eastern Oregon Onion
sizing chart and poster next to the onions. For
example, large-size onions reduce preparation
time while their firm flesh makes them ideal for
blooms, ringing, slicing and dicing.

Variety And Availability Guide
Idaho-Eastern Oregon Onions are available in

yellow, red and white varieties. Harvest begins in
August with onion availability lasting from August
through March. 

During the growing season, the Idaho and
Eastern Oregon Onion region provides from 
35 to 40 percent of the bulb onions consumed in
the United States. 

Promotional/Advertising Ideas
Want to increase profits in your produce

department? Just feature Idaho-Eastern Oregon
Onions. Well-tested research shows an average
volume gain of 221 percent when Idaho-Eastern
Oregon Spanish Onions are featured in retail
advertising. And further, Spanish Onions maintain
an average gross profit of 31 percent even when
featured at a special price. (Other produce items
usually sacrifice one- to two-thirds of their gross
profit when featured.) In fact, onions are one of
the highest profit margin items in the store.

In-store sampling and co-op advertising drive
retail sales and product awareness. The aroma of
onion rings sampled in the produce department is

circulation. Air circulation is crucial for long-term
storage of onions. 

Remember not to use plastic pallet wrap on
onions in storage, as the plastic wrap limits air
movement.

Onions should be kept cool and dry, ideally 
at 34° to 45° F with about 65 to 70 percent
humidity.

Onions should not be stored with other 
produce that gives off moisture, such as potatoes.

Cross-Merchandising Opportunities
Precut onion blooms filled with a variety of

cut produce could be offered in microwavable
containers for take-and-bake onion blooms.

In addition, try cross-merchandising onions in
the meat department. Idaho-Eastern Oregon
Onions are the perfect size for topping 
hamburgers, and king-size onion rings will just
naturally have your customers thinking steak for
dinner. For summer, try merchandising onions
along with barbeque sauces to suggest a perfect
outdoor grilling accompaniment.

Salad tie-ins have proven successful, too. 
Display onions right next to other salad 
ingredients and see how they help sell more of
your other produce items. 

IDAHO-EASTERN OREGON ONION PROMOTION
P.O. Box 909

Parma, ID 83600
Phone: 208-722-7021

Fax: 208-722-6582
www.BIGONIONS.com
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sure to draw a crowd. Contact the Idaho-Eastern
Oregon Onion Committee office to learn about
the promotional opportunities for your store. 

Display Care And Handling
Idaho-Eastern Oregon Onions are known for

their long shelf life. You can increase profitability
by reducing shrink if you follow these simple
steps:
• Onions should be kept dry and unrefrigerated at 

retail. Good air circulation is critical for onions. 
• Keep product rotated and remove separated

and loose skins from the display bin.

Backroom Receiving And 
Preparation Procedures

When onions are received, they should be
placed one foot away from the wall for proper air

http://www.BIGONIONS.com
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Carry a good core selection 
of items.

Offer regular weekly 
promotions.

Integrate whenever possible 
to give your customers 
maximum exposure to 
organics.

Educate your customers on 
the benefits of organic.
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Recommended Display Ideas
Your department should carry as many 

varieties of organic fruit as space will allow. When
planning your displays for organic fruit, try to offer
a good balance of items that will be integrated
throughout the produce department as well as a
permanent area for your organics that is well
signed for your customers. Ideally, this would be a
multi-deck case that would provide anywhere
from 20 to 64 linear feet for your organic section.
This will give you ample room to carry a good
core selection of items. 

When deciding on the location of this section,
we recommend that it be placed near the front or
middle of your department. With organics being
the fastest growing segment of the grocery 
industry today and produce accounting for 42
percent of all organic sales, why wouldn’t you get
aggressive and highlight your organics?

Point of Purchase/Signage
Even though the organic industry has made

tremendous progress in consumer awareness
regarding organics and individual item 
identification, this is still one of the biggest 
opportunities for most retailers to continue to
work on. Make sure your organic displays always
include educational pamphlets for your customers.
When it comes to signage, be sure all of your
items are clearly tagged as organic. You should
also consider tagging all of your loose organic
items with neon green or orange organic stickers
to help improve accuracy and identification at the
checkout. Be sure to place a nice organic banner
above your main sections, too. If you’re a 
mainstream retailer, consider window posters or
entryway signs to let your customers know you
offer organic produce before they get to the 
produce department. 

Variety And Availability Guide
Organic fruit is available year-round now. Be

sure to adjust your selections (expand and 
contract) as the seasons change. As far as variety
goes, consider organics as a department within
your department, so with that said, it is important
to carry a good core selection of fruit from all 
sub-categories within the fruit category. Example: 
Citrus category. Through the winter when citrus is
in season, you will want to build up on this 
category and carry multiple varieties — possibly 
as many as 10 to 12. As the season winds down,

not to commingle loose organics with your 
conventional. As far as handling, you should cull
through your sections on a daily basis to make
sure your presentation is always fresh and neat.
Displays that are not kept full and fresh will 
negatively impact your sales. 

Backroom Receiving And
Preparation Procedures

Always be sure to inspect all items upon
arrival. This way, any issues can be addressed right
away. After receipt, be sure to place the right
items in the right temperature zone. 

Keep in mind the National Organic Standards,
which state that you (the retailer) have the 
responsibility of preventing commingling and 
contamination of organic products with 
conventional when it comes to organics. 

To do so, you should take steps to store and
display organic produce in such a way that they
cannot be confused or sold as conventional or the
other way around, which is selling conventional as
organic. Two ways to help comply with the
National Organic Standards are: Do not stack the
same organic product next to its conventional
counterpart, and make sure items are correctly
identified.

Cross-Merchandising Opportunities
It is a good idea to cross-merchandise 

whenever possible to maximize sales. Consider
displaying tie-in items with your fruits, such as
organic caramel dip displays by your apple 
sections. The other approach is to have the store
create a one- stop shop for meal solutions. This
offers all departments in the store the opportunity
to cross-merchandise, ultimately increasing sales
and providing solutions to your customers.

GOODNESS GREENESS
5959 S. Lowe

Chicago, IL 60621
Phone: 773-224-4411

Fax: 773-224-0212
www.goodnessgreeness.com

For more information contact:
Pat Bayor at Ext. 225 or e-mail

pat.bayor@goodnessgreeness.com

Offering promotions such as citrus
contests and cross-merchandising
meal deals such as “Buy croutons and
salad dressing and get your bagged or
clamshell salad free” are great sales
drivers.

you still will want to carry core items such as
Valencias, grapefruits and lemons.

Promotional/Advertising Ideas
Organic fruit should be promoted throughout

the year. If you run print ads, it is recommended
that you put at least one item in your weekly 
flyer. Another promotional strategy that is gaining
a lot of popularity is to offer the organic 
counterpart at the same price as you do the 
conventional one. This gives your customers more
opportunity to purchase organics and 
differentiates your store from the competition. In
addition to these ideas, consider running more 
in-store promotions on a regular basis as well as
offering routine passive demos. 

Display Care And Handling
Organic fruits should be displayed just as you

would your conventional fruits. Always make sure
your displays are kept full and fresh. Keep in mind

Out-of - the-Box
Promotional Ideas

http://www.goodnessgreeness.com
mailto:bayor@goodnessgreeness.com
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Create an “Organic Section”
within your produce 
department.

Secure a copy of the USDA’s
National Organic Standards 
for reference.

Have a visible organic 
banner hanging over 
your organic section.
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Recommended Display Ideas
The key to a successful organic vegetable 

display (as well as an effective organic category 
display in general) is to create an “Organic Sec-
tion” within your produce department where all of
your organic produce items are displayed together.
Typically this organic section is a 6-foot or larger
upright cooler designated solely for organic pro-
duce sales. This section will be most effective when
promoted by a large, prominent banner over the
display case declaring your organic section. 

In displaying the organic vegetables within
your organic section, the key factor is product
selection. Rather than attempting to squeeze as
many items as possible into a relatively small
space, be selective in the vegetable items you
choose. What’s important is that your shoppers
have an opportunity to create a nice organic salad,
create a tasty casserole or put together their
favorite organic stir-fry. The most popular-selling
lettuces, salad greens and cooking vegetables are
usually the best choices.

Despite having a limited space for 
display-making, it’s important that your organic
vegetable displays reflect the same abundance
and creativity that go into merchandising the
other items throughout your department. If you
do not have a separate section for your organic
vegetables (or organic produce in general), it is
important to make sure you comply with the
National Organic Standards in your display-mak-
ing, particularly with regard to “product commin-
gling” (mixing organic and conventional items).

Point Of Purchase/Signage
Because your organic produce (and therefore

your organic vegetable items) are typically 
displayed within their own section, it is vital to
have effective signage that designates the organic
area of your produce department. Ideally there
would be a large banner over the organic product
case announcing this area as your organic section.
In addition, the banner would have a brief expla-
nation of organic agriculture. Information and
education are crucial to enhancing organic sales.

The organic POS signage should be easy to
distinguish from your regular-style POS signs with
the word “organic” being very prominent. The
organic signs work best when a different color
scheme is used to differentiate them from your

opportunity for promoting organic produce. Your
organic shoppers will look to this day as a time of
celebration and feasting.

Display Care And Handling
Think of your organic produce section as a

mini produce department, displaying all of your
vegetables together and keeping your wet 
vegetables separate from your vegetables that
need no regular hydration.

Backroom Receiving And 
Preparation Procedures

It is necessary to be in compliance with the
National Organic Standards for both prepping
and storing organic vegetables. 

When prepping organic lettuces and greens,
you must have a clean sink (using cleaners
approved by the National Organic Standards) as
well as fresh water that is used only for prepping
organic product.

When storing organic vegetables, it is ideal to
have a separate area for storage. Avoid situations
where you have iced and hydrated conventional
and organic items commingling.

Cross-Merchandising Opportunities
Non-produce items that complement organic

vegetables can be very effective when cross-mer-
chandised in your organic section. Such items as
organic salad dressings for salads or organic sauces
for vegetable stir-fries can work quite well.

Other Suggestions
Albert’s Organics is proud to recommend the

Organic Produce College. Founded on over 22
years of successful retail organic produce 
experience, our program focuses on the unique
needs of organic produce operations and 
merchandising. We offer Produce College as a 
free service to the Natural Foods Store community,
as well as to our mass market customers.

With the organic market growing rapidly, our
program focuses on the unique needs of organic
produce operations and merchandising. It is our
fond wish that this learning will contribute in some
way to the profitable growth of organic produce
sales and consumption.

Please visit www.albertsorganics.com to learn
about Organic Produce College.

regular signage. All products labeled on your signs
as “organic” must be certified by a 
USDA-accredited certifying agency.

Variety And Availability Guide
Organic vegetables are available year-round.

During the peak of their season, you can source
excellent product from local and regional areas as
well as from the primary growing regions.

Promotion/Advertising Ideas
The most effective promotional strategy for

organic vegetables is to regularly advertise that
you carry these items and that your store is a 
destination point for organic produce. 

September is National Organic Harvest
Month, and it is an excellent time to have 
promotional sales on organic items. An often-used
strategy during this time is to discount all organic
items for the entire month a certain percentage,
such as 10 percent.

Earth Day in April is also an excellent 

ALBERT’S ORGANICS
200 Eagle Court

Bridgeport, NJ 08014
Phone: 856-241-9090

Fax: 856-241-9676
www.albertsorganics.com

http://www.albertsorganics.com
http://www.albertsorganics.com
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Out-of - the-Box
Promotional Ideas

Recommended Display Ideas
Papayas are best displayed either as a whole

fruit or cut in half and shrink-wrapped. Use both
methods simultaneously. Showing what the fruit
looks like inside and demonstrating how it can be
eaten or prepared will increase sales.

Caribbean Red® and Caribbean Sunrise®

papayas do not have to be full-color to be ripe.
Cut a 50 percent color papaya lengthwise to 
show your customers that it might be green on
the outside, but the fruit is red, juicy and ready 
to eat on the inside. Demonstrate that the papaya
can be eaten by the spoonful or cut up for salads,
salsas or smoothies. Increase overall sales by 
selling it as an edible bowl filled with other fruits,
yogurt or salads.

Whole papayas, when displayed with other
tropical produce, make for a colorful, unique and
interesting display, piquing the curiosity of new
consumers. Generate excitement by displaying a
large number of papayas — 15 or more pieces of
Caribbean Red® and 30 of Caribbean Sunrise®.

Maximize your papaya sales by selling 
both. Your customers will appreciate having the
choice and may factor in value or convenience
when shopping. 

Point Of Purchase/Signage
Brooks Tropicals provides placards and tear-off

pads for your produce department. The placards
provide details on the papayas’ origin, taste, color,
availability, size and quality, as well as preparation
and storage tips and nutritional information.

Variety And Availability Guide
Brooks Tropicals is the exclusive supplier of

Caribbean Red® and Caribbean Sunrise® papayas,
which are available year-round.

Promotional/Advertising Ideas
Brooks Tropicals actively works to increase

consumer awareness. We work with food editors,
TV producers and celebrity chefs to promote 
the benefits of including papayas in healthful
diets. Our Web site (the URL, brookstropicals.com,
is on our label) is a favorite go-to spot for answers
on papayas. 

Ripeness Recommendations
Caribbean Red® and Caribbean Sunrise®

papayas are ripe starting at 50 percent color
break. If the fruit gives when gently squeezed, it’s
ready to eat.

the fruit’s naturally bright-red flesh. Once filled,
shrink-wrap for an appealing display.

Backroom Receiving And 
Preparation Procedures

Caribbean Red® and Caribbean Sunrise®

papayas can be stored at 42° to 58° F to minimize
ripening. Storing them at higher temperatures 
will speed the ripening process. Storing at 40°
or below for prolonged periods may cause injury
to the fruit.

Cross-Merchandising Opportunities
Let the papaya out of the tropical produce

section. Enhance your customers’ recipes by
grouping some papayas with other ingredients 
for popular recipes. 

Cut the papaya in half and let the fruit sell
itself. Filling the papaya with other fruits or limes
easily increases your sales. Add a plastic spoon for
on-the-go eating. 

Display Care And Handling
Papayas have soft skins, so they are delicate

when ripe. Stack up to two or three deep. If 
using wicker baskets (uneven bottoms and sides),
provide a layer of protection between the wicker
and the fruit. Do not mist papayas. Keep at 
room temperature.

To sell as a grab-and-go meal, cut a Caribbean
Red® or Caribbean Sunrise® in half and fill the
fruit’s cavity with strawberries, blueberries, melons
or other fruits. Or place slices of lime in the cavity
for customers to sprinkle for taste or to preserve

BROOKS TROPICAL
18400 SW 256th Street
Homestead, FL 33090
Phone: 305.247.3544

Toll free: 800.327.4833
Fax: 305.246.5827

www.brookstropicals.com

Caribbean Red® and
Caribbean Sunrise® papayas
enhance healthful diets with
an abundance of vitamins A
and C, as well as potassium
and calcium. Papaya also 
contains papain, an enzyme
that aids digestion.

Sprinkle fresh lime juice over
cut papayas to preserve the
fruit’s naturally bright flesh.

Storing the papaya below 
58° will slow the ripening
process. Caribbean Red®

papayas have a shelf life of
two to five days depending
on ripeness; Caribbean 
Sunrise®, three to seven days. 

Expand your customers’ recipes for
salsa; build a salsa ingredients display
that includes the tasty papaya. 

Show how easily an exotic tropical
salad can come together by grouping
papayas and other tropical fruits. 
Suggest using a tropical-flavor yogurt
instead of mayonnaise.

Make your tropical produce section 
a paradise for your customers and your
sales. Play it up during the cold months
to help customers shrug off winter 
doldrums. And count on spring tropical
displays to introduce papayas to new
customers eager for summer fruits. 

http://www.brookstropicals.com
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promoted more frequently averaged $386
per week per store — 46 percent higher than
chains that promoted less than twice per
month.

• Merchandise Bartletts with tree fruit or create
a secondary display with tree fruit during July
and August. Consumer research shows that
the Bartlett is a considered a summer pear.
Retailers displaying next to tree fruit instead
of apples generated an 11 percent increase in
sales during the summer.

• Pears are a high impulse produce item
(among the Top 10). Create prominent dis-
plays when on ad and merchandise both
green and breaking pears that offer con-
sumers a choice of when to eat. This will
result in increased volume purchases by 
your customers. 

Best Practices #3
Incremental Pear Category Sales

Let other varieties ride on the popularity of
Bartletts. Display fall variety pears (Red, Bosc,
Comice, Seckel and Forelle) with your Bartletts
whenever they’re available. Why? The mix will keep
consumers interested in the pear category and
increase your profit potential. 

• Retail research shows that stores displaying
full-variety pears achieved a 14 percent
increase in sales from the previous year in
most retail chains.

• Research also showed stores that displayed
full-variety pears found gross profit up 17
percent from the previous year; sales were up
4.4 percent from the previous year.

We’re your resource – take advantage of all
that California Pears has to offer! 

www.calpear.com

CALIFORNIA PEAR ADVISORY BOARD
1521 “I” Street

Sacramento, CA 95814
Phone: 916-441-0432

Fax: 916-446-1063
www.calpear.com
chris@calpear.com
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THREE STEPS TO BIGGER BARTLETT 
SALES & CATEGORY GROWTH!

Best Practices #1
Display Appearance

Make sure your Bartletts receive proper condi-
tioning and handling for optimum sales and shelf
life.

Consumer Perception:
Consumers are very clear about what they’re

looking for in the Bartletts they buy:

• 3 out of 4 consumers prefer Bartletts with
“more yellow, less green” color.

• 52 percent of consumers say the Bartletts’
appearance is the most important attribute.
Of the 52 percent, 13 percent said ripeness
was the key feature to appearance.

• Only 23 percent of consumers say they
know how to ripen a pear.

• Only 8 percent of consumers know where 
to feel on a pear to determine if it is ripe 
(at the stem).

How To Manage Your Conditioning:
• Option 1: Obtain ethylene-conditioned 

California Bartlett Pears from a shipper.
When the Bartletts arrive, have them 
pressure-tested by trained warehouse 
personnel. Store pears as required per your
specifications and ship to stores as needed.
Fruit ripening happens at the store level.

• Option 2: Obtain California Bartlett pears
from a shipper and manage your ripening
right in your warehouse. When they arrive,
warm pulp temperature to 55° or higher.
Treat pears with ethylene for 24 to 36 hours
in banana rooms. Ship pears to stores as
needed or return to cooling. 

You’ll find the perfect rotation to have perfect
pears on your store displays at all times!

Train Your Stores:
• Rotate pear displays often.
• Stack pears only two-deep.
• Keep stems up to reduce puncture on 

other fruit.
• Separate displays of yellow, ready-to-eat

Bartletts from green/breaking Bartletts.
Tap Into Our Expertise:
• We offer technical training on conditioning,

and can customize a program to meet 
the needs of your warehouse, distribution
and stores.

• Sign displays with green/breaking/yellow
color signage to educate consumers on the
color change of Bartletts. 

• Treated pears to “breaking” stage generate
an average of 18 percent greater sales than
non-treated green Bartletts. Get in the 
program and ripen up your sales!

Best Practices #2
Promotion Frequency

Frequent promotion of Bartletts achieves the
highest volume, dollars and contribution for the
total category.

• Bartletts lead the pear category accounting
for 38 percent of total category sales.

• Starting in July, through December, Bartletts
drive category performance, contributing
67.4 percent of total category sales. 

• Promote Bartletts on ad at least two times
per month. In retail research, chains that

http://www.calpear.com
http://www.calpear.com
mailto:chris@calpear.com
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Remind consumers that
sweet bell peppers are 
delicious both cooked 
and raw.

Use the variety of colored 
peppers to attract attention 
to the category.

Tie in with “Fruits & Veggies
– More Matters” to get 
people eating the full line 
of sweet bell peppers.

Q U I C K T I P S

1

2

3

The bell pepper category offers a unique
double-barreled opportunity to the alert retailer
— pointing the way to high levels of profitability
with a significant produce department staple
while also offering the variety and color to pique
consumer interest and make a retailer the 
destination of choice among shoppers.

The key is to capitalize on the bell pepper’s
unique roll in the department. It is a common
staple item, but it is not part of most salad mixes.
It is well accepted as a core produce department
item but is also available in a multitude of colors
that allow consumers to be adventurous without
asking them to sample unfamiliar items.

The starting point is a generous display of
green and red bell peppers offered both in 
larger and smaller sizes. The colored peppers get
the attention but, like an auto dealer 
promoting the sexy convertible and selling a lot
of sedans, the attention to the category created
by a multitude of colors helps sell more green
and red peppers.

The different sizes are important as peppers
have different uses. The most common use is as a
salad ingredient, but peppers have long been
used in cooking whole, as stuffed peppers, or
sliced or cubed in many dishes. More recently, in
sliced strips, they have become important parts
of crudité trays, and decorative ring slices are
increasingly being used as garnish. Delicious
whole roasted bell peppers have taken off as a
healthful and flavorful appetizer.

The core display should be accented with a
wide variety of colored peppers, both in bulk and
in various types of packaging. Particularly 
effective are multi-color packs in which 
consumers get a combination of green, red, yel-
low, orange, chocolate, purple or white bell pep-
pers in a convenient tray, bag or net. This device
is particularly important for increasing the size of
the average sale. Also offer multi-packs of small-
and medium-size peppers promoted for stuffing.

The base display is typically on the wet rack
amidst other salad vegetables. Secondary displays
near the fresh-cut salads along with tomatoes,
cucumbers and other salad favorites can remind
consumers to customize their bagged salads with
fresh items. Colored peppers also make fantastic
color breaks between other produce items.

Bell peppers are one of the few items in the
produce department that can successfully be
marketed at different price points simultaneously.
Don’t be afraid to experiment with offering a
greenhouse-grown line, often imported from
Europe, at a higher price point, while maintaining
your large display of traditional product.

Point Of Purchase/Signage
Signage near the bagged salad display

should encourage consumers to add peppers and
other items to their favorite salad mix.

Highlight the national “Fruits & Veggies –
More Matters” promotion and show how 
sweet bell peppers can fit into many different
color categories. 

Remind consumers to think of bell peppers for
cooking. Recipes and photos of stuffed green 
peppers and roasted red, green and yellow 
peppers are mouthwatering and guaranteed to
boost sales of peppers and related items.

Variety And Availability Guide 
Most sweet bell peppers are sold at an 

immature green stage. If allowed to fully mature,
most varieties will turn to red, though some will
turn yellow or other colors. Bell peppers are 
available year-round with extensive production in
Florida, California, Georgia, New Jersey, North
Carolina and other states. In addition, Mexico is a
substantial supplier of both field-grown and
greenhouse peppers. Greenhouse product is also
imported to the United States from the Nether-
lands, Canada, Belgium, Israel and other countries.

Promotional/Advertising Ideas
Successfully promoting bell peppers involves

reminding consumers of the key use categories:
• Salads — Have a Salad-of-the-Week 

promotion and feature sweet bell peppers and
other produce items. The more salads people
make, the more sweet bell peppers you will sell. 

• Snacks — With people looking to eat
healthfully, encourage sliced bell peppers as a
great snack alternative. Pair them with low-cal
salad dressing for a tasty dip. 

• Cooking — Suggest that consumers 
consider grilling or roasting some sweet bell 

ROSEMONT FARMS
2700 N. Military Trail, Suite 410

Boca Raton, Florida 33431
Phone: 561-999-0200

Fax: 561-999-0241
info@rosemontfarms.com

Out-of - the-Box
Promotional Ideas
Run a coloring contest where school

children have to sort the colored 
peppers into the categories used by
“Fruits & Veggies – More Matters”. 

Showcase a variety of stuffed peppers,
both traditional hot, stuffed with beef,
pork, veal or chicken, and cold, stuffed
with shrimp, tuna, chicken or egg salad. 

Sample slices of all colors of sweet bell
pepper with produce department salad
dressings and dips. They are a healthful
snack everyone will appreciate and will
boost sales of sweet bell peppers and
the dressing or dip. It is a two-for-one
success.

peppers, adding a little garlic and brushing with
olive oil to have a delicious and healthful 
alternative to deep fried appetizers. 

• Garnish — No other produce item offers
the range of colors of sweet bell peppers. Remind
shoppers that they can add beauty to any plate
with slices of sweet bell peppers. 

Display Care And Handling
Peppers do not require misting but can 

tolerate light misting. Do not allow colored 
pepper displays to sell down excessively. No one
wants to buy that last orange pepper.

Backroom Receiving 
And Preparation Procedures

Peppers are highly sensitive to ethylene and
should not be transported or stored with 
commodities that are ethylene-producing.

Peppers are sensitive to excessive cold and
freezing. Maintain temperatures of 45° to 50° F
and a relative humidity of 85 to 90 percent.

Cross-Merchandising Opportunities
In the produce department: Cross with all

salad items, bagged salads, salad dressings and
dips; bring in some fine olive oil to showcase
roasted peppers with garlic.

Out of the department: Set up a secondary
display in the meat case for stuffed peppers.

mailto:info@rosemontfarms.com
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Out-of - the-Box
Promotional Ideas

Pineapple has always had somewhat
of an exotic persona that invokes images
of tropical locales, blue sky and water,
and adventure. For those retailers 
utilizing our Pirates of the Caribbean
label, those images offer an excellent
platform for contests, sweepstakes 
and tie-in advertising in their print 
circulars and/or newspaper ads.

Recommended Display Ideas
To sum it up briefly, fill it and it will sell. On

the basis of sales per square foot as well as sales
per labor hour, fresh pineapple is one of the 
leading performers in the produce department.
Research has also shown that increasing the size of
the pineapple display will not cannibalize sales of
other fruits in the department — so selling more
fresh pineapple enhances the overall performance
of the entire produce department. Naturally, it’s
important to keep the display fresh. Stores with
corers can accomplish that objective by removing
any units that begin to show any external signs of
age, coring them for fresh-cut sales, and replacing
them with fresh units on the retail display. 

Pricing
Most fresh whole pineapple is sold on a per

unit basis. Prices vary depending on the size fruit
being offered and the pricing policies of the 
individual chain. In general, most retail prices are
ranging between $3.99 and $5.99 per unit at the
present time. 

Point Of Purchase/Signage
POS material and signage are integral parts of

the overall display. Since fresh pineapple is not
only delicious but also extremely healthful, it’s
always a good idea to provide nutritional 
information as well as recipe suggestions 
highlighting pineapples’ versatility as both a
healthful snack and either the feature item or an

Ripeness Recommendations
Fyffes Gold super sweet pineapples are 

harvested at the optimum stage of flavor and
ripeness. The shell color of the fruit may vary
slightly throughout the year, but brix and acidity
levels will remain constant and the consumer will
have the same great taste experience every time.
In other words, there’s no need to worry about
whether your Fyffes Gold pineapple is ripe or not. 

Display Care And Handling
Pineapples are best stored at an ambient 

temperature between 48° and 55° F. The carton
itself should be used to transport the fruit to the
display area; this minimizes handling. Fresh
pineapple makes its best visual impact when 
displayed upright or laid down with crowns 
facing upward. In order to avoid bruising, 
the fruit should not be displayed more than 
two layers deep. 

Cross Merchandising Ideas
Fresh Pineapple can be cross-merchandised

effectively with basically any other tropical fruit —
mangos, papayas and especially bananas. Those
retailers who will be participating in our 
Imagination Farms/Disney Garden Pirates of the
Caribbean pineapple program will also have 
the opportunity to cross-promote with other 
items that fall under the collective Disney 
Garden category. 

Keep pineapple display full
and fresh.

Offer both whole and 
pre-cut pineapple for
increased sales.

Use signage emphasizing
health/nutrition
information and 
preparation suggestions.

Promote pineapple 
frequently.

Demos have proven to be
the best vehicle by which to
gain both initial consumer
trial and repeat purchases. 

ingredient in various recipes. Turbana has also
partnered with Imagination Farms and Disney
Garden in a major effort geared towards 
increasing consumption of fresh produce among
children. As part of this campaign, we’ll also offer
our Fyffes Gold super sweet pineapples under 
the Pirates of the Caribbean label, with a full array
of related signage and point of sale materials 
supporting this effort. 

Variety
Turbana’s pineapple program consists entirely

of Fyffes Gold label super sweet pineapple. This
variety has been lumped into an overall category
referred to by the trade as “MD2”. Although small
amounts of other varieties are still being 
cultivated, MD2 has established itself as the 
industry standard. 

Promotional Advertising Ideas
Fresh pineapple can be promoted across a

wide spectrum of themes — nutrition, health and
fitness, or as a tie-in with other tropical fruits, to
name a few. You’ll also see our Pirates of the
Caribbean label promoted in a full-fledged 
campaign aimed at increasing consumption of
fresh fruits among children. There will be a 
myriad of Disney-related advertising and 
promotional opportunities available to tie in 
with this concept. 

http://www.turbana.com
mailto:info@turbana.com
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Recommended Display Ideas
To appeal to everyday shoppers, it is 

important to keep the display full, well maintained
and in a visible area of the produce section. This is
important for two reasons. First, many shoppers
who consume plantains are of ethnic origin, and
they look for good quality. If they see a plantain
display that is unappealing, they may decide to
purchase their plantains at an ethnic or other store.
Secondly, mainstream American shoppers may be
interested in trying new products for variety if they
look appealing. A great display with adequate
padding will definitely spark their interest.

Another key element, which can double sales,
is to implement a two-color program by display-
ing both green and ripe plantains 
together. Many ethnic shoppers eat plantains
when they are in the green stage, when the 
plantain has a starchy quality, and also in the 
dark stage, when the plantain is much sweeter. 

Pricing
It has been proven that plantain sales increase

when they are priced at a quantity sold by the 
dollar instead of by the pound (i.e., 4/$1). Since
plantains are purchased largely by ethnic 
shoppers, such as Hispanics, many are not 
completely familiar with a per-pound pricing
structure because they use the metric system.

Point Of Purchase/Signage
At the display, it is important to include 

signage and POS material. Turbana offers our 
customers leaflets with helpful information, which
includes a description of the plantain in its various
stages and how to store it. We also offer an array
of recipes for mainstream Americans who are
interested in sampling them. It is important to
educate mainstream Americans on how to 
prepare the plantain because they have an 
overwhelmingly positive response once they 
realize how easy and delicious they are!

Turbana also offers bilingual signage, which
includes a description of the plantain and its 
nutritional content in both the English and 
Spanish languages. It is advantageous to offer
bilingual signage at the display, because many

like to see them offered in both the green and
ripened stages. By presenting the consumer these
plantains in their different stages of ripeness, not
only will your shelf life of this product increase 
dramatically but your sales will also double. 

Unlike the banana, plantains are grown with
the intention of being cooked in every stage of
ripeness, from green to yellow to black. The riper
it is, the sweeter the taste. The reason for the
change in taste is that the plantain goes through a
series of biochemical reactions as it ripens, which
is an ongoing process of converting starches to
sugars. For example, the green plantain can be
enjoyed as a substitute to the potato and may be
prepared in the same ways. The riper plantain 
can be prepared as a sweeter side dish or a
delightful dessert.

Display Care And Handling
Store plantains at an ambient temperature

between 47° and 50° F, away from freezer and
loading dock doors.

Use original cardboard cartons to transport
fruit to display area to minimize handling.

Plantains should be displayed on padded
shelves to avoid scarring and/or bruising. Display
both green and ripened plantains; studies have
shown large increases in sales when both green
and ripe plantains are available to consumers.

Cross-Merchandising Opportunities
Plantains are most commonly consumed 

with black beans and rice among Hispanic 
populations that consume plantains, so putting
black beans and rice around the display would

make good business sense.
To appeal to mainstream Americans,

place honey, whipped cream, chocolate
or other fruit with the display to

encourage sweet dessert ideas.

shoppers who eat plantains are Hispanic, and 
seeing their own language in your store will help
them to feel welcome and create loyalty among
this important growing population.

Variety
Turbana Corporation produces the Harton

plantain variety exclusively because it provides the
best market flexibility. It is the unique variety that
can be merchandised in both its green and
ripened stages.

Promotional Advertising Ideas
Since plantains are in demand among ethnic

populations, there may be an untapped potential
around stores, depending on the demographics.
For stores with high numbers of Hispanic 
households, advertising in Spanish through local
Hispanic media or targeted flyers would have a
tremendous impact. Another
important way to advertise is
through the local Spanish radio
stations and cable TV. Turbana can
help you with your advertising needs 
in Spanish.

Ripeness Recommendations
Different from the banana, the

plantain can be prepared and
enjoyed at many stages in the
ripening process. This versatility
is why most consumers would

Plantains should always be
cooked, never eaten raw.

Keep plantain display full
and well maintained. 

For increased sales, 
display both green and 
ripe plantains. 

Price plantains in unit 
pricing.

Use bilingual signage 
around display. 

TURBANA BANANA CORP.
550 Biltmore Way, Suite 730

Coral Gables, FL 33134
Phone: 305-445-1542

Fax: 305-443-8908
www.turbana.com
info@turbana.com

http://www.turbana.com
mailto:info@turbana.com
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Close the produce opportunity gap.

What is the produce opportunity gap? It’s the difference
between the quantity of fruits and vegetables consumers eat
(about 2 cups a day) and USDA recommended levels
(about 5 cups a day for the average adult). That gap 
represents $4.5 million dollars per year per store in the
United States. Even adding one cup a day to current 
consumption levels would add $1.7 million a year to each
store's produce sales!

PBH consumer research offers some tips on how
you can make this happen:

Tip #1. Promote more produce more often.
“Better Prices” or “coupons” are named by 62 percent and
38 percent of consumers respectively when asked what their
supermarket could do to encourage them to eat more.

Tip #2. Offer tips and suggestions.
What is surprising is the high number of customers (39
percent) who said providing recipes and preparation 
suggestions would encourage them to eat more fruits and
veggies. That is easy to do. No price reduction. No 
promotional costs. Just tell them what to do with the items
you carry and nearly 40 percent of all customers said they
would buy and eat more!

In addition, 32 percent said that if they simply knew how to
store fresh produce, they would buy more.

Statistical source: *PBH/Nielsen, 2005.

Tip #3. Focus on “Snackable” produce.
Nearly 70 percent of consumers in our survey responded 
that “snacking” is the meal occasion where they believe they
could add more fruits and veggies to their daily 
diets. So make sure your promotional advertising and 
consumer information addresses items most likely to be
used as snacks.

Tip #4. Don’t forget flavor! 
The top two reasons people eat fruits and veggies are “taste”
and “nutrition.” We repeatedly hear customers 
say that they know fruits and veggies are good for them 
but they just need to eat more. Encouraging them with
nutritional info can be overwhelming.

Our recommendation here is focus on flavor. And the best
way to do that is to sample products on a regular basis.
Nothing fancy. Recipes aren't required. Just give them a
taste of how great they are!

Tip #5. Promote variety.
Consumers who eat the largest variety of produce also 
eat the largest quantity of produce. Are you featuring a
wide variety of items every week in promotional plans?
Think about it this way. People buy staple produce items
weekly or when they run out of them. But if you can get
them to make one additional spontaneous purchase while
buying their weekly staples, you will see incremental sales
and consumption.

Tip #6. Don’t forget about canned, frozen, dried and
100% juice.
Our research showed that when consumers were told that
these products “counted” toward consumption, people felt
much better about their ability to achieve recommended
daily levels. Make sure Fruits & Veggies—More Matters 
promotions include these products.

Fruits & Veggies—More Matters brand
An integral part of your company’s produce marketing plans!



The new Fruits & Veggies—More Matters! brand will launch in early 2007. More than 

ever before, we need the industry’s help and support delivering this important message to

consumers in your advertising, promotions, packaging, POS materials and Web sites. For

details on how you can be part of the best thing to hit fruits and vegetables since the 

raindrop, contact fruitsandveggiesmorematters@pbhfoundation.org 

You’re needed more than ever!

Produce for Better Health Foundation • 5341 Limestone Road • Wilmington, DE 19808 • 302.235.2329 • www.pbhfoundation.org
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Understand The Consumer
Over the past several years, Litehouse has

invested in research to better understand 
consumers and how they shop the refrigerated
salad dressing category. From this research we
have concluded there is a huge opportunity to 
further drive sales via consumer awareness and
trial of the category.

• The refrigerated salad dressing category has
grown significantly since 2000, but still has
a fairly low household penetration. 

• Only 15 percent of households buy 
refrigerated salad dressings, with the 
average consumer buying 2.3 times per 
year vs. 4.9 for shelf-stable dressings.

• The consumer is more loyal at 68 percent
vs. 19 percent for shelf-stable.

Decision Drivers
• Consumers purchase refrigerated salad

dressings primarily for taste and freshness.
• Most consumers plan to purchase salad

dressings before they enter the store and
most know the flavor of salad dressing they
will buy. Brand is important to consumers.

• Two distinct consumer segments are 
emerging within refrigerated salad 
dressings: consumers who purchase
pourable salad dressings (vinaigrettes) and
those who purchase creamy spoonable
dressings (in a wide-mouth jar).

• Consumers are becoming more health 
conscious and are interested in vinaigrettes,
“lite” items and organic products.

Growing The Category
First and foremost, Litehouse is working to

educate consumers about the quality, taste and
value of refrigerated salad dressings. From
research we have conducted, we know that heavy
refrigerated dressing consumers are still 
purchasing 67 percent of their purchases in the
shelf-stable aisle. So we are looking at creative
ways to keep them satisfied in the refrigerated 
section. Here are some examples:

• Launching new flavors and product 
innovation, including our new vinaigrette
line, “lite” items and organic products.

merchandised next to bagged salads. Some of the
poorest performing sets for refrigerated salad 
dressings are horizontal sets, merchandised above
or below the packaged salads.

Fix The Mix
Selling the right assortment of dressing items

will satisfy consumer needs. Once consumers are
in the category, they can be traded up to more
premium items. Through research, Litehouse has
learned that retailers should:

• Organize the shelf by segments, with
pourable vinaigrettes on the top shelves,
creamy spoonables in the mid section and
large value sizes in the bottom well.

• Carry a full line of the top two brands to
convey a full variety message to consumers

• Sell second sizes on key flavors, 
e.g., Bleu Cheese, Range, etc.

More Bang For The Buck
If the right blend of elements is implemented,

promotions can bring new users to the category
and/or increase consumption of existing users. 

• Promote at least once per month using 
primary ads to deliver results. 

• Employ a moderate price reduction (25 to
30 percent) to drive category lift and 
support positioning and profits.

• Repeated research indicates consumers 
perceive the refrigerated dressing section 
to have limited assortment. Retailers should
consider promoting variety via family ads 
or through specific flavor ads (for 
example creating a Caesar theme with
romaine hearts). 

Don’t Lose Sales
Our retail audits continue to show 

out-of-stock situations throughout the country.
Retailers have the greatest leverage to help drive
retail discipline with our suppliers and broker
partners. Increasing attention to out-of-stocks 
will favorably impact sales and penetration.

Get On Board
Contact Paul Kusche at 208-263-7569.

• Introducing creative promotions that 
attract consumers from the grocery 
dressing aisle.

• Capitalizing on complementary sales
through co-branding, cross-promotions 
and cross-merchandising.

Vertical Sets Are Best
Research has proven that the best set for the

refrigerated salad dressings is a vertical set, 

Create vertical sets with
branded “sections” so 
consumers can identify the
brand of their choice.

Fix the mix to include 
vinaigrettes, “lite” items
and organic products to 
satisfy emerging consumer
needs and trends.

Stimulate trial through 
creative promotions, using
ads and secondary displays.

Capitalize on 
complementary sales
through cross-promotions
and cross-merchandising. 

http://www.litehousefoods.com
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RIVER RANCH FRESH FOODS LLC
1156 Abbott Street
Salinas,CA 93901

Phone: 800-538-5868
Fax: 831-755-8281
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riveranch@rrff.com
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The total retail packaged spinach category
represents nearly $400 million in annual sales in
the United States. This represents 12.5 percent of
the total salad category. (ACNielsen 52-weeks end-
ing 01/13/07 & 01/14/06). In fact,  one of every
eight packages of salad sold in the United States
contains spinach.

The Popeye Fresh! Spinach product line offers
a full range of spinach items for cooking and sal-
ads. To capitalize on consumers’ growing needs
for variety and convenience, six new salad items
have been added. Three new Popeye Fresh! Salad
Blends — Baby Spinach, Spring Mix, and Baby
Spinach & Spring Mix — are packed in rigid re-
closeable containers to better protect delicate
leaves. Popeye Fresh! Family Style Complete Salad
Bowl Kits offer great tasting, ready-to-go salads
that can be mixed right in their own toss ‘n serve
bowls. They come in three delicious flavors: Tangy
Bacon, Creamy Balsamic, and Classic Caesar. All
six items are packed in corn-based, environmen-
tally sustainable PLA plastic. These new products
join the full Popeye Fresh! line of bagged items
that includes Select Spinach, Baby Spinach, Com-
plete Baby Spinach Kit, Romaine & Baby Spinach
Blend, and Microwavable Spinach. 

Consumers have strong associations with
Popeye:

• 99 percent of consumers recognize Popeye
when they see him

• 94 percent of consumers associate Popeye
with spinach

• Popeye is associated with strength, energy
and healthful living

Merchandising
Carry the full line to take advantage of Pop-

eye’s popularity and association with healthful liv-
ing. A Popeye section in your produce department
will draw consumers. Popeye Fresh! packaging is
designed to give consumers exactly what they

you. Careful seed selection and crop management
are critical to the final experience of the Popeye
Fresh! Spinach consumer. 

River Ranch harvests at the peak of quality
and quickly packs in carefully selected packaging
to maximize shelf life and freshness for the best
consumer experience.

Display Care And Handling
The Popeye Fresh! Spinach product line is

washed and ready to eat with a 17-day shelf life.
Proper temperature management and disciplined
rotation procedures are critical to maintain consis-
tent quality.

Cross-Merchandising Opportunities
The Popeye Fresh! Spinach line presents

numerous cross-merchandising opportunities.
Retailers can review regional recipes for local
spinach favorites and tie in with local products.
Popeye Fresh! Spinach can be cross-merchandised
with other salad ingredients (mushrooms, 
tomatoes, croutons), other fresh-cut salads, 
fresh-cut fruit or cooking ingredients, when
recipe-based.

Identify and maintain 
optimum merchandising/
shelf space.

Regularly promote category
to introduce products to
new consumers.

Keep your display clean,
fresh, full and conditioned
for maximum sales.

Keep your River Ranch 
contact name and phone
number handy to keep your
inventory position strong.

want — a large product window for a clear view
of the quality inside, bold descriptive product
names, easy-to-read flavor descriptions, with a dis-
tinctive logo situated on a green leaf that says
‘fresh’ inside and out.

Recommended Display Ideas
Category sales grow significantly when the

full Popeye Fresh! product line is merchandised
together as a “spinach destination category” in
the refrigerated value-added salad section next to
packaged lettuce salads. 

Maximum presentation is best achieved when
products are merchandised in refrigerated upright,
multi-deck cases or shelving units. These case
types present the product well to the customer
and maintain excellent refrigeration to maximize
customer satisfaction. 

Variety And Availability Guide
The entire Popeye Fresh! Spinach product line

is available daily, year-round. 

Promotional/Advertising Ideas
Like the value-added salad category, the

spinach category responds exceptionally well to
promotional activity. The key to sales growth is
product awareness driven by an aggressive
sales/promotion program. Price promotions, cross
category promotions, recipe utilization and menu
planning activities can significantly drive sales. 

Ripeness Recommendations
River Ranch manages the Freshness Factor for

Out-of - the-Box
Promotional Ideas
Utilizing the Popeye costume for store

grand openings, special events or store
promotions is a creative way to generate
excitement and promote the Popeye
Fresh! Spinach line. The Popeye costume
also personifies and promotes the
healthful, nutritional benefits of fresh
spinach and the overall spinach category.

A speed-to-table themed promotion
can emphasize ways to reduce dinner
prep time by including Popeye Fresh!
Microwavable Spinach or Complete
Salad Bowl Kits in menu planning. Or,
highlight the ease and simplicity of cre-
ating a unique spinach-based salad with
one of Popeye’s favorite salads — flat
leaf, baby and blends.

http://www.RiverRanchFreshFoods.com
mailto:riveranch@rrff.com
http://www.PopeyeFreshFoods.com
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The California PPN Network
As the marketing arm of the California Tree

Fruit Agreement, the California PPN Network is
where growers, shippers, retailers and the media
can turn for expert knowledge on peaches, plums
and nectarines. 

New Market Research
Get to know the “Summer Passionates”

In 2006, the PPN Network profiled consumers
who connect with California peaches, plums and
nectarines — a broad group we call “Summer
Passionates.” Based on their purchase motivators,
the Network has developed sales-building 
programs to help retailers reach the category’s 
key consumers through merchandising and 
promotion.

Retail Education
Cal State PPN — A Web-based learning center 

• The California PPN Network is developing
Cal State PPN — a Web tool offering the
specialized training needed in the produce
department. Here, retail staff can learn
about handling, ripening, display strategies, 
consumer research and answers to con-
sumer questions. An incentive program
rewards
the store with the highest employee 
participation.

On the Web: New at 
www.eatcaliforniafruit.com

www.eatcaliforniafruit.com
Contact: Sheri Mierau, President

smierau@caltreefruit.com

PPN Network Download Center
upgrades add to a thriving site

• The PPN Network Download Center
at www.eatcaliforniafruit.com had

a strong inaugural year with
96,000 downloads. Now with
improved simplicity, downloading
and security, the site offers past
and current POS programs and

over 150 high-quality photos of
peaches, plums and nectarines to
help retailers develop and enhance
their own marketing programs. 

More 2007 Site Enhancements
• New additions in 2007 will include more

agricultural photography, more market
research, more “Meet a Grower” profiles, 
in-store consumer education information 
and the Cal State PPN learning center. 

Consumer Promotion
“Grill’n & Chill’n” Sweepstakes Heats Things Up

• Grilling is popular among “Summer 
Passionates.” The Grill’n and Chill’n Sweepstakes
stimulates trial and builds sales by offering three
delicious grilling recipes for California peaches,
plums and nectarines, as well as a chance to win 
a travel cooler, gas grill or backyard kitchen. 

Consumer Education
Fruit preference and selection POS guide to
inform consumers

• The California PPN Network offers two POS
consumer education programs, each
designed to help consumers understand their
personal preferences in selecting peaches,
plums and nectarines, so they can purchase
fruit that satisfies.

— Are You a Cruncher, Leaner or In-
Betweener? This program helps consumers 
identify their preferences based on the firm-to-juicy
stages of the fruit, while informing them
about selection, flavor,
ripeness, firmness, 
coloring and home
ripening. Available in
two styles for 2007 —
one whimsical, the other
sophisticated — the 
program includes 22” x
28” aisle posters, 11” x
7” selection tip cards
and 11” x 3.5“ educa-
tional channel cards.
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— Which Peach is Your Peach? This program
presents preference-guiding information and
selection tips for peaches, plums and nectarines
individually. Its sophisticated design is excellent 
for higher-end lifestyle market formats. The pro-
gram includes 22” x 28” aisle posters, 11” x 7”
and 11” x 3.5” selection tip cards and selection 
tip takeaways for peaches, plums and nectarines
individually.

Lifestyle POS Hits The Highlights
“Summer Passionates” POS material
PPN Network research uncovered what “Summer
Passionates” like best about California peaches,
plums and nectarines, and identified keywords
they closely connect with these fruits. Six 11” x 7”
POS cards have been developed around these key-
words, with bold messages about refreshment,
comfort, energy, flavor, snacking 
and pleasure.

More Than Recipes In Freshipes 
Newsletter For Consumers 

• Freshipes, the monthly e-mail newsletter
about California peaches, plums and
nectarines, enters its second season in

2007. In addition to recipes, 
Freshipes educates readers on the
growing process from start to 
finish. Consumers can sign up at 
www.eatcaliforniafruit.com.

For more information about
California PPN Network programs, contact
the California Tree Fruit Agreement at 
559-638-8260.

http://www.eatcaliforniafruit.com
mailto:smierau@caltreefruit.com
http://www.eatcaliforniafruit.com
http://www.eatcaliforniafruit.com
http://www.eatcaliforniafruit.com
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VIDALIA ONION COMMITTEE
Phone: 912-537-1918

www.vidaliaonion.org
wbrannen@vidaliaonion.org

Contact: Wendy Brannen
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2007 VIDALIA ONION RETAIL 
MARKETING CAMPAIGN WILL 
SWEETEN YOUR SUMMER

When it comes to brand recognition, Vidalia
Onions are the No. 1 choice for consumers. A
recent national consumer poll* reveals that 
nearly 75 percent of Americans prefer Vidalia
Onions. In fact, consumers stated they are most
familiar with the Vidalia brand and clearly identify
Vidalia as the category leader when compared to
other sweet onion varieties. 

The Vidalia brand brings to mind sweetness
and superior flavor — and nearly a third of 
consumers say they would be willing to pay more
for their favorite sweet onion. 

So that retailers can capitalize on these 
consumer preferences, the Vidalia® Onion
Committee (VOC) has developed an exciting 
marketing and merchandising campaign to offer
retailers. It’s a complete, easy-to-use family of 
programs designed to entice customers and 
support produce managers’ marketing efforts.

Promotional/Advertising Ideas
The Vidalia Onion Committee’s promotional cam-
paign will sweeten your summer with these key
components:

Very Vidalia Recipe Contest
Featuring acclaimed Chef Jon Ashton, the
in-store campaign will highlight flavorful 
summertime grilling recipes using sweet Vidalia®

Onions. Consumers will be eligible to win a grand
prize by submitting their own Vidalia Onion
recipes, grilled or prepared any other way. 

Consumer Recipe Contest Grand Prize 
The winner will choose between flying to Orlando
for a fun summer vacation getaway or having
Chef Ashton fly to them to prepare a 
summertime grilled feast for their family at 
their home. 

Retail In-Store Point-Of-Sale Materials
To support the Very Vidalia Recipe Contest, we’ll
feature Chef Ashton on the in-store display materi-
als and provide your shoppers with his 
highly creative grilling recipes. 

National Public Relations Campaign
Chef Ashton will also be featured in a national
public relations campaign to support the in-store
retail promotion. This includes: 

— National satellite media tour — a series
of pre-booked television interviews con-
ducted from a single location

— National consumer news coverage 
targeting food editors 

Through our PR efforts, we’ll be reaching out to
your shoppers during the same time the 
point-of-sale materials promote the program in
the store. 

Recommended Display And 
Merchandising Ideas
Sweet Rewards Merchandising Program
Produce managers can also get in on the action
and earn some sweet rewards by entering our dis-
play contest. The colorful summer grilling theme
on the POS provides a fun opportunity for the pro-
duce departments to get creative and compete for
rewards. The deadline is July 8, 2007.

Ideas For Creativity And Cross-Merchandising
…include designing a “Thrill Your Grill” 
summertime barbeque display in the produce
department complete with an array of accessories,
the new POS materials, and of course, stacks of
Vidalia Onions.

Best Practices For Merchandising
To support these efforts, we’ve developed some
“best practices” to help produce managers opti-
mize the Vidalia Onion merchandising display dur-
ing the peak of season. Look for details to come
soon on our Web site at VidaliaOnion.org.

For more info, please visit VidaliaOnion.org

*Consumer study conducted by Opinion 
Dynamics Corp. on behalf of VOC.

VIDALIA® ONION COMMITTEE

Celebrity Chef Jon Ashton

http://www.vidaliaonion.org
mailto:wbrannen@vidaliaonion.org


Sweet Rewards Contest
Produce managers can get in on the Vidalia Onion action and earn some sweet rewards by enter-
ing our Sweet Rewards retail display contest. The grilling theme provides a fun
opportunity for produce departments to get creative and compete for rewards.

Very Vidalia® Recipe Contest
Featuring celebrity chef and television personality Jon Ashton, the in-store 
campaign will promote a national consumer recipe contest. Your customers 
will be eligible to win a grand prize by submitting their own original recipe
using Vidalia Onions.

For more information on both contests, visit us online at VidaliaOnion.org.

Let Our 
2007 Retail
Marketing
Program

Sweeten Your
Summer

Let Our 
2007 Retail
Marketing
Program

Sweeten Your
Summer

The Vidalia® Onion Committee
has an exciting new campaign to offer retailers

The Vidalia® Onion Committee
has an exciting new campaign to offer retailers
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ELI & ALI, LLC
206 Messerole Ave.

Brooklyn, NY 11222
Phone: 718-389-2100

Fax: 718-389-1514
Eliandalitomatoes.com

elialillc@aol.com
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Out-of - the-Box
Promotional Ideas
Offer a variety club pack to help 

time-sensitive consumers. Eli & Ali is
introducing a 3-pound club pack 
including tomatoes on the vine 
(clusters), a seedless cuke, colored 
peppers and a sweet onion. They will
also be introducing a New York steak-
house variety pack consisting of red
beefsteak tomatoes and sweet onions.

Cross-merchandise with other store
departments like cheese or deli.

Studies show the most dynamic area of 
market growth in tomatoes is greenhouse and spe-
cialty varieties, both conventional and organic.
According to the USDA, cherry and grape toma-
toes account for 13 percent of total retail tomatoes
sold and, from the late-1990s to the mid-2000s,
greenhouse quantity sold increased 24 percent.

Selling and distributing the finest vine-ripened
tomatoes available from leading growers around
the world leads to success in increased sales.
Today, Eli & Ali is considered a distinguished 
premium packer/distributor of a signature line of
conventional, specialty and organic produce. 

Recommended Display Ideas
Build a display with a wide assortment of

tomato varieties and increase visual appeal and
consumer enthusiasm. With the wide variety of
tomato varieties available, retailers can give their
customers beautiful, exciting products that 
create excitement and stimulate sales.

Typically the best approach is to build a
waterfall with Eli & Ali boxes and display the
tomatoes from the table/end cap right to the
floor.  Displays can include 40 to 50 cases of toma-
toes and really make a visual impact with cus-
tomers. Our boxes are display ready, which
enhances the sale by decreasing labor.

Build a display with heirloom and petite
romas in a conventional location and then have
the same heirlooms, mini heirlooms and petite
romas in the organic section.

Since they are vine-ripe, it is particularly
important to display these products in a dry 
location, away from refrigeration and light. 

Maintain the integrity of your display by
repeatedly rotating for both color and firmness.

Point Of Purchase/Signage
POS materials will help draw attention to

unique products and also educate consumers on
the wide variety of tomato products available. We
include with all of our product line, conventional
and organic, both the UPC and PLU on POS sig-
nage or shelf talkers. Every variety of each catego-
ry has its own shelf talker. 

Often in conjunction with stores, we’ll 
cross-merchandise a sleeved rainbow pepper, 
avocados and/or onions and provide signage
accordingly. The wide variety of tomatoes and
their usage makes for great cross-merchandising
opportunities both in and out of the department.

Promote Eli & Ali’s new organic packaging.

Variety And Availability Guide 
Eli & Ali vine-ripe tomatoes are available 

stage 4 and 5, guaranteeing the best quality 
beefsteak tomato in the market.

We tailor product to the retailers’ inspection
process. They can determine which stage they
want the tomato and we can provide them with
the stage and the sizing. We do a variety of things
to tailor the product to meet customer’s specifics.

Display Care And Handling
Display in a dry location, away from 

refrigeration and light.
Rotate repeatedly for both color and firmness.
Avoid putting them into multiple layers.
Do not spray.

Backroom Receiving And 
Preparation Procedures

Cool and dry are the best conditions. 
Receiving should be not below 45° and not

above 65° — 55° is perfect.

Cross-Merchandising Opportunities
In the Produce Department:
Cross-merchandise with other tomato 

varieties.
Cross-merchandise with other vegetables

including rainbow peppers, mini cukes, avocados.

In/With Other Departments:
Add cheese, particularly fresh mozzarella.
Promote with salad dressings and olive oils.
Provide an entire solution for your customer,

for example, tomatoes, fresh mozzarella and basil.

Build a basket with 
everything in it, 
conventional or organic.

Focus on quality — always
look for Eli & Ali conven-
tional as well as organic.

Take advantage of the wide
variety of tomato products
available and offer them to
your customers.

Cross-merchandise for 
time-starved consumers.

year-round due to extensive sourcing.
We’re a certified organic handler and 

especially carry a wide variety of organic as well 
as a fine selection of conventional products.

We’ve expanded our line to include specialty
packages of organic and hydroponic tomato vari-
eties.  We are currently growing petite romas on
the vine (conventional & organic), conventional
and organic heirlooms, and organic mini heir-
looms. These varieties are both greenhouse and
field grown. Eli & Ali consistently and extensively
trials new varieties in both greenhouse and field
environments to develop unique organic varietals.

Our tomato variety offering includes:
CONVENTIONAL

Red beefsteaks, Yellow beefsteaks, Red plums,
Red grapes, Mixed heirlooms, Tomatoes on
the vine (red, yellow & orange), Petite romas on
the vine, Cherries/bag

ORGANIC
Red beefsteak, Mixed heirlooms, Mini heir-
looms, Red grapes, Sweet cherries, Yellow
pears, Red pears, Mixed medley, Tomatoes on
the vine, Roma, Petite romas on the vine,
Sugar plum tomatoes, Honey bunch tomatoes

Promotional/Advertising Ideas
Use sampling and in-store demos.
Price during the course of the year for 

specialized events.
Use Eli & Ali giveaways for produce managers.
Use cross-promotional POS tools, not just in

produce but in other departments.
Feature Eli & Ali products in store remodels or

new store openings.

Ripeness Recommendations
A vine-ripe remains on the vine longer than

gas green, and to ensure the best flavor they’re
picked at stage 3, so we normally distribute a

mailto:elialillc@aol.com


Organic & Specialty Produce

206 Meserole Avenue • Brooklyn, NY 11222

Call: Marc, Jeff, Peter and Art • E-mail: elialillc@aol.com

866-354-2547 • Ph: 718-389-2100 • Fax: 718-389-1514

www.eliandalitomatoes.com
Reader Service # 68

You haven’t tasted a tomato until you’ve tasted an Eli & Ali’s Tomato

Our journey began by selling and distributing the finest vine ripened tomatoes
available from the leading growers throughout the country. Today we are
considered a distinguished premium packer/distributor of a signature line of
conventional, specialty and organic produce. Our broad line of items can be
found in the most prominent country clubs, hotels, five star restaurants and
upscale retailers in the New York metropolitan area. You haven’t tasted a Tomato
until you’ve tasted an Eli & Ali’s Tomato!

mailto:elialillc@aol.com
http://www.eliandalitomatoes.com
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Out-of - the-Box
Promotional Ideas

Cross-promote during back-to-school!
Put a lunch box display case near the
vegetable snacks to promote healthful
snack ideas for families. 

Team with the deli and offer vegetable
snacks instead of potato chips as part of
lunch item sandwich sales. 

adequate airflow in between packages. Avoid
excess moisture by keeping the product away
from misters. Try to keep SKU placement 
consistent on the shelf and utilize shelf channel
strips so consumers have an easier time finding
their favorite products. Consistency in displays 
and avoiding out-of-stock situations are key to
building consistent sales. 

Backroom Receiving And 
Preparation Procedures

Refrigerate immediately upon receipt. Keep
shelf well stocked, but do not overcrowd the 
display space. It is better to replenish frequently
than to present a cluttered display that is harder
for the consumer to navigate and for you to keep
organized. Store Mann’s fresh-cut vegetables 
away from excess moisture. 

Cross-Merchandising Opportunities
Cross-promote with any type of “topper”

product. Dips, cheese spreads, other produce
snack items such as baby carrots, sliced apples or
fresh-cut fruit. Build dual displays in high traffic
areas to capture “grab ‘n go” sales. Merchandise
near the sandwich production area of the deli to
capture lunch time sales. 

MANN PACKING CO., INC.
P.O. Box 690

Salinas, CA 93902-0690
Phone: 800-884-MANN (6266)

Fax: 831-422-5171
www.veggiesmadeeasy.com
info@veggiesmadeeasy.com

Monitor inventories closely 
to avoid out-of-stocks. 

Keep displays consistent 
so consumers know where 
to find their fresh-cut 
vegetables.

Use point-of-purchase 
signage to draw attention 
to the snack pack items. 

Promote, promote, 
promote. . . leverage Mann’s
customer support programs
to bring new users to the 
category and keep current
customers coming back. 
Tips text here

Recommended Display Ideas
Merchandise vegetable snack packs next to

baby carrot products. In larger stores, dual 
placement by refrigerated dips is successful. Build 
a “snack section” or a “grab ‘n go” refrigerated
display case near the store entrance or checkout
stands for impulse sales. Snack packs sometimes
come in smaller bags, so eye-level placement
proves most effective. 

Fresh-cut vegetable sections make an excellent
“break” between packaged salad displays and
refrigerated dressings and dips. Keep displays well
stocked with product rotated by “best if used” by
date, first in, first out. 

Point Of Purchase/Signage
SKU-specific channel strips and shelf talkers

are available to draw attention to the vegetable
snack area. These products tend to be in smaller
packages, so point-of-sale support material can
help draw the shopper’s eye and spur trial. 

Mann Packing offers a year-round promotion
schedule including on-pack coupons and other
cross-promotions with leading store brands. 

Variety And Availability Guide
Mann’s line of fresh-cut vegetable snacks is

available at a stable price, on a year-round basis.
Also available are larger pack sizes suitable for
entertaining bigger groups. Mann also offers 
“Veggies on the Go” party platters — the 
ultimate snacking convenience with a variety of
fresh vegetables and a creamy ranch dip ready 
to be served. 

Promotional/Advertising Ideas
Cross-promote fresh-cut vegetables with dips

or place in a refrigerated case near the deli counter
to capture lunch time
sales from the sand-
wich crowd. Promote
during back-to-school
events and post “Holi-
day Healthy” eating
themed programs.

Ripeness Recommendations
Keep all of Mann’s vegetable 

snack products refrigerated at a 
constant 34° F. Rotate first in, first out, according
to the “best if used by” date. All of Mann’s fresh-
cut vegetables are available year-round. 

Display Care And Handling
Shingle the packages on the shelf like tiles on

a roof top. Do not stack bags on top of each other.
Keep constantly refrigerated, allowing 

http://www.veggiesmadeeasy.com
mailto:info@veggiesmadeeasy.com
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MILLS FAMILY FARMS
375 West Market Street

Salinas, CA 93912
Phone: 831-757-3061

Fax: 831-424-9475
www.millsfamilyfarms.com
Info@MillsFamilyFarms.com
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Build display fresh early in
the morning.

Keep water off of the
Wholeaves® bags for 
maximum visual impact.

Reset display at 3:00 PM to
catch busy shoppers looking
for sandwich ingredients for
tomorrow’s lunches. 
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Out-of - the-Box
Promotional Ideas

Create a second display area in 
the meat section that allows for 
maximum awareness building during 
the “slim-down months” of January 
and February. 

Create a sandwich-of-the-week in
newspaper ads.

Recommended Display Ideas
Mills Family Farms new retail Wholeaves®

Bags: Mills Family Farms has brought its
foodservice sandwich lettuce to retail stores
through out the United States. These leaves are
separated using a patented “no-cut” method,
leaving freshness and natural taste intact, virtually
eliminating prep time and waste. Mills Family
Farms Wholeaves® should be displayed in the wet
rack at retail in the lettuce section and located
near the standard romaine, green leaf and iceberg
lettuce. A secondary display would be the deli set
where busy consumers can gather all of their
sandwich ingredients in one convenient location. 

Point Of Purchase/Signage
1. Sandwich Lettuce Center in produce

department
2. In the deli – Sandwich Lettuce Center with

sliced meats and cheeses

Variety And Availability Guide
There are three varieties of Wholeaves® –

Romaine, Green Leaf and tender Red Leaf.
Mills Family Farms Wholeaves® are ideal for

salads, on sandwiches, for plate garnishes and
more. Fabulous alone
and unforgettable
topped with dried nuts,
fresh fruit and feta
cheese. Mills Family
Farms Wholeaves®

offer fresh ideas and
healthful meal
options.

Promotion/Advertising Ideas
Build product around a rack display of Mills

Family Farms Wholeaves®.
Each washed and ready-to-use bag holds one

complete ready-to-use head of lettuce.

Ripeness Recommendations
Always perfect.

Display Care And Handling
• Rebuild display two times per day.
• Make sure lettuce bags are set up with 

maximum visibility on the wet rack.
• Important to have the water mister units

turned off over the Wholeaves® bags.

Backroom Receiving And 
Preparation Procedures

No prep, no issues, just perfect!

Cross-Merchandising Opportunities
Following are some suggestions:
• Sliced meats and cheeses
• Chicken (pre-cooked)
• Croutons
• Nuts
• Cottage cheese
• Fruit — both fresh and dried
• Tofu and Tuna (canned)
• Condiments or sliced breads

Wholeaves® are premium lettuce leaves that
are individually selected, separated from the core
with a patented “no-cut” system, meticulously
cleaned and carefully packed. Mills Family Farms
Wholeaves® stand-alone in freshness and 
consistency and are available year-round. Mills
Family Farms patented “no-cut” method seals in
freshness (when handled properly the product 
can stay fresh up to 17 days) and eliminates the
use of preservatives.

Each leaf is gently hand-separated from the
core, leaving its vital tissue naturally intact. The

patented method protects every leaf from
dehydration and leaf shock that can occur
with processing methods when lettuce is
chopped or cut. Each leaf is kept whole
allowing the vegetable’s natural quality,

nutrients and delicious flavor to
remain unchanged.

Mills Family Farms
Wholeaves® are not only

winners with restau-
rants, consumers,

and professional
chefs, but

they’re also win-
ners of the Ameri-

can Culinary Institute
Best of Class award in

the foodservice whole leaf
lettuce category for 2002,

2003, 2004 and 2005. In a
blind taste test by a panel of 

professional chefs, Wholeaves® were
judged to be “superior in appearance,

flavor, taste, and overall impression.” 
Additionally, Mills Family Farms Wholeaves®

received The American Culinary Federation 
nationally acclaimed Seal of Approval for 2005.

82

PRODUCE BUSINESS / MARCH 2007 / MASTERS OF MERCHANDISING

http://www.millsfamilyfarms.com
mailto:Info@MillsFamilyFarms.com


Reader Service # 13

http://www.millsfamilyfarms.com
mailto:info@millsfamilyfarms.com


Reader Service # 109

http://www.crunchpak.com


M A R C H  2 0 0 7   •   P R O D U C E  B U S I N E S S 119

Some observers see progress in addressing
issues that have arisen from a shortage of drivers
and equipment. Others see nothing but talk, with
little changing for the better.

Over a year ago, the Produce Marketing Associa-
tion (PMA), Newark, DE, took the unprecedented
step of forming a Best Practices in Trucking task
force to address transportation issues of concern to

its members with the ultimate goal of making pro-
duce the loads of choice with drivers. PMA and
C.H. Robinson Worldwide Inc., Minneapolis, MN,
commissioned a study, released in April 2006, to
gain insight into transportation issues.

Few people have more experience dealing with
produce transportation issues than Fred Webber,
vice president, trading assistance, Dispute Resolu-
tion Corp. (DRC), Ottawa, ON. He sharpened his
skills with the Perishable Agricultural Commodities
Act, The Blue Book and DRC over the past 21 years.

Webber refers to the voluntary Best Practices in
Trucking as “a wonderful piece of work. PMA tradi-
tionally has not waded into sticky matters. I think
they were very bold and did a very necessary thing.
For them to step forward and take necessary posi-
tions on things like lumpers, pallets, waiting times
— I think was a very bold move and the industry
should thank them for it.”

Rob Goldstein, president of Genpro Inc., Ruther-
ford, NJ, agrees. He says these issues have been
around a long time and date back to The Blue Book
transportation rules and guidelines. “The PMA tak-
ing the initiative as they did is tremendous. It is
making the industry recognize there is another
integral part of the supply chain, and that is pro-
duce transportation.”

Bud Floyd, co-chairman of the Best Practices in
Trucking task force, as well as vice president, mar-
keting, for C.H. Robinson, says the first steps in the
program are to identify the Best Practices and then
to share the information with the trade. Workshops
were held at the PMA Fresh Summit last year, and
similar meetings are planned for the Food Market-
ing Institute and Grocer Manufacturers Associa-
tion/Food Products Association meetings this year.

Floyd says the initial step also will involve three
or four retailers and wholesale grocers to help
develop and implement the Best Practices, to be fol-
lowed by an assessment of how well it is working.

The second step of the Best Practices plan,

Since trucking issues were identified as a pri-
mary concern of the produce industry nearly
two years ago, many meetings and discus-
sions have taken place.

A Look At PMA Best 
Practices In Trucking
Some see impressive progress, while others are skeptical.

B Y  B I L L  M A R T I N
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Floyd states, is to “prove [to the produce
industry] the Best Practices will improve
business. We have to show people if you do
these things, good things will happen.”

Floyd cites the need for the produce
industry to collaborate and improve commu-
nications with carriers. As an example, he
points to Wegmans Food Markets Inc., head-
quartered in Rochester, NY. Wegmans pro-
vides unloading without charge, a truckers’
lounge, television and showers. Because
truckers are not treated like “second class
citizens,” Floyd believes drivers will proba-
bly want to deliver again to Wegmans.

INDUSTRY  I SSUES
“It’s not that we have a shortage of refrig-

erated equipment to haul produce,” Robin-
son’s Floyd emphasizes, “The issue is we
have a shortage of refrigerated carriers that
want to haul produce. It is not the load of
choice.”

Webber at the DRC hopes step three for
the Best Practices task force will be asking
PMA members to take a pledge and publish
the names of those companies agreeing to
abide by the Best Practices recommenda-
tions. This would be “just like they are hav-
ing companies sign up for food safety initia-
tives,” Webber states.

Floyd adds, “That is a great thought. It is
probably the third step.”

MORE  WORK  TO  BE  DONE
Paul Kazan, president of Target Interstate

Systems Inc., Bronx, NY, is not impressed
with the PMA’s Best Practices in trucking
because it is voluntary. He believes having
companies sign up to abide by those Best
Practices might be helpful. “List the retail
chain stores that treat drivers like human
beings,” he states.

Tim Pague is now president and CEO of
Kamble Transportation Services Inc. of
Phoenix, AZ, having served as its COO since
February 2006. He is taking over the compa-
ny from retiring founder, Byron Lee.
Although Pague expresses skepticism toward
the voluntary Best Practices, he adds, “What
I appreciate is they [PMA task force] under-
stood enough of the problem to have the
committee come together and develop some
recommendations. That’s a good start.”

According to Pague, if PMA has members
sign up to follow the Best Practices, “That
starts to add credibility.”

At a recent Owner Operator Independent
Driver’s Association (OOIDA) meeting in
Nashville, TN, a session similar to those of

Continued on page 122
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Produce Trucking Protections, DRC And The PACA
Transportation Services, Phoenix, AZ, says if
members of the PACA “want to get serious
about solving problems in the produce industry,”
produce trucking will be brought into the fold.

Fred Plotsky, president of Cool Runnings Ltd.,
Kenosha, WI, “absolutely” supports trucker inclu-
sion in PACA, although he says it would do little
to make produce the load of choice for drivers.
He wants the industry to focus on reducing wait
times for loading and unloading as well as
emphasizing load consolidations to minimize
the number of pickups needed to fill a trailer.pb

tions, Allen Lund Co. Inc ., LaCanada, CA,
“absolutely” favors PACA protection for truckers.
“We have had strong feelings on that. Without
transportation, there is no sale of produce,” he
says.

Lund believes transportation has done a very
good job of working out some of the capacity
issues. “Some of the larger shippers are under-
standing this and are really working in partner-
ship that’s helpful to everybody — the carriers,
shippers and third parties.” 

Tim Pague, president and CEO of Kamble

A decades-old controversy on whether the
Perishable Agricultural Commodities Act
(PACA) should provide the same protec-

tions to produce transporters as to the produce
industry was renewed over a year ago when the
Dispute Resolution Corp. (DRC), Ottawa, ON,
announced it is providing such protection.

Ironically, the PACA is becoming involved in
transportation disputes anyway. 

The DRC has a number of choices it uses in
arbitration disputes for transportation, including
transportation attorneys. One of the sources to
which DRC turns is the PACA, according to Fred
Webber, DRC’s vice president, trading assis-
tance.

The DRC was formed seven years ago as an
outgrowth of the North American Free Trade
Agreement. DRC provides protections for its
members in Canada, Mexico, the United States
and other countries.

Webber says DRC has focus groups with the
Owner Operator Independent Drivers Associa-
tion (OOIDA), American Trucking Associations,
Transportation Intermediaries Association and
the Canadian Trucking Alliance through the
Canadian Produce Marketing Association. “So
we’re going to have a single dispute mechanism
for all stages of the supply chain,” he observes.

As an example, Webber says, a receiver has
a truck arrive at his dock and there is a “hot”
load. The receiver wants to know whether he
pays the truck and files a claim with the shipper
or whether he pays the shipper and files a carri-
er claim. If the receiver pays the wrong party, he
would end up paying twice.

“The object here is when there is a problem
like that, all parties go to one judge and get one
decision. We resolve over 85 percent of the dis-
putes informally and people really like that,” he
says.

“This is like the Wild, Wild West,” Webber
continues. “A lot of people don’t understand pro-
duce is exempt from most economic regulation
— and other [government] agencies don’t help
with claims. Nobody has done this before. We
are wading into an arena that’s new and is
going to need some adjustments.”

As for trucker inclusion in PACA, some peo-
ple want no part of it. When Bud Floyd, co-chair-
man of the Best Practices in Trucking task force
of the Produce Marketing Association (PMA),
Newark, DE, is asked about providing produce
truckers with the same protections afforded the
produce industry under PACA, he pauses a
moment and replies, “I’m going to let that one
go by. That’s a pretty touchy one. I don’t know if
anyone else you’ve interviewed has handled
that. It probably depends on what side, and I
need to stay neutral.”

When asked if Minneapolis, MN-based C.H.
Robinson Worldwide Inc., for which he is vice
president, marketing, has recently taken a stand
on trucker inclusion in PACA, Floyd replies,
“Nope.”

Kenny Lund, vice president of support opera-
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the Best Practices PMA task force was held.
“I said to them [OOIDA], there is nothing
wrong with what you want, but it is one-
sided [slanted to truckers]” Kamble’s Pague
asserts. “Don’t sit here and throw mud all
over the place without coming up with a
solution.”

Pague believes there has to be a differ-
ence between what the PMA Best Practices
task force is agreeing to move toward and
what it is agreeing to follow absolutely.
“They have got to go back through those rec-
ommendations and say this is something

that is required and this is something they
agree to move toward. Some of it has to
develop over time,” he states.

Kenny Lund, vice president of support
operations for Allen Lund Co. Inc., LaCana-
da, CA, believes any sign-up program of Best
Practices in trucking “should be certified,
like the organic produce industry does.”

According to Bobby Grist Jr., president of
Grist Truck Brokers Inc. of Tifton, GA, prob-
lems with produce transportation claims are
becoming worse. “It is worse since the first
of the year with more trucks being available.
Produce receivers are your best friend when

trucks are tight, but this time of the year
they are back to their old tricks,” Grist says.

Lund adds, “I’ve heard the phrase ‘carri-
er-friendly freight’ all over. If receivers want
to know how to lower their transportation
costs, they need to have carrier-friendly
freight. If these companies say they are
abiding by the [PMA] Best Practices, are a
DRC member, etc., it helps.”

Fred Plotsky, president of Cool Runnings
Ltd., Kenosha, WI, believes voluntary com-
pliance with the Best Practices would be
awesome if all he had to do was have a truck
involved with a single pickup and drop, not
worry about pallet disposal and unloading
charges and “get loaded at every pickup in
two hours or less.” The No. 1 thing the pro-
duce industry can do to make produce the
load of choice is to be “trucker friendly,
which entails many things,” he says. pb

Continued from page 120
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The world is full of micro-organisms that can
make people sick and many of those can find a
home on produce. When people get sick from eat-
ing produce — whether fresh, processed or pre-
pared — at a minimum there is a requirement to
discover why and how the incident happened so
that future incidences can be avoided. All processes
involved with getting produce safely from field to
fork come into play.

“We are primarily involved in monitoring in-
transit temperatures for produce shipped point to
point,” says Pat Vache, president of Escort Data Log-
gers in Redmond, WA. “There are two iterations in
various levels of development now. One of them
links the data monitoring capability to cell phone
technology. In the current environment, if you’re
monitoring a truck and it’s out of temperature para-
meters, you don’t know it and there’s nothing you
can do about it. The one that we’ve recently intro-

duced has a cell phone built into it so it will call
you if it gets into an out-of-parameter condition.
Then you can take some action. 

“The other improvement will link our monitor-
ing capability with RFID [radio frequency identifi-
cation] tags. Technically it’s possible today, and it
has been done, but it’s not economically feasible
yet,” Vache continues.

Wil Sumner, director of food and agricultural
testing services for Scientific Certification Systems
(SCS), an independent certifier of environmental,
sustainability, food quality and food purity claims
based in Emeryville, CA, cites oxygen reduction
potential (ORP) meters as a technology that offers
better sanitation practices. These meters measure
the ability of a solution to kill pathogens and auto-
matically add sanitizer as necessary. 

“The problem with measuring chlorine as an
indicator of bacteria-killing ability is that you have
free chlorine and total chlorine,” Sumner explains.
“While free chlorine kills bacteria, total chlorine
doesn’t so that means you have to have two differ-
ent testing devices out there, and you have to be
able to tell the difference and monitor those num-
bers. This is more accurate and faster than using
standard chlorine meters.”

Another type of meter measures the presence of
pathogens by tracking a substance that is produced
by all living cells. Sumner points to these as help-
ing to validate efforts to remove pathogens from
processing equipment. Identifying pathogens used
to take five to seven days, but newer technology
has reduced that wait to hours, albeit with one
important caveat. 

“You’re looking for the amino acids to help iden-
tify the species,” reports Sumner. “Historically that’s
very expensive equipment. The technology is to
the point where they have reduced the size, and the
amount, of media that you need to look at, and
they’ve reduced the cost because more and more
people are using this style of technology. You can
use it and get results typically in hours. One prob-

Food safety in the produce business depends
upon being keenly aware of the ever-chang-
ing environmental conditions surrounding
the food. 

Promoting A 
Safer Food Supply
Technology touches monitoring, sanitation, packaging and traceability.

B Y  D U A N E  C R A I G
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older technology that is being reinvestigat-
ed, in this case as a result of last year’s E.
coli outbreak in spinach. “Consumers are
still wary of the technology and it appears to
be more effective on some produce com-
modities over others, so we have to be care-
ful that solid scientific and marketing data
are applied to this technology for use with
fresh produce,” notes Edith Garrett, presi-
dent Edith Garrett & Associates, food safety
consultants based in Comstock Park, MI.

“One challenge that the industry is faced
with is the chemical sanitizers they’re using
aren’t as effective as they used to be,” says
SCS’ Sumner. “They’re seeing forms of resis-
tance. A study in the early ’90s showed that
listeria was already forming resistance to
chlorine and we’re seeing that same phe-
nomena with other bacteria.”

Cope claims ozone technology can help
ameliorate this phenomenon. “A lot of those
chemicals use different processes where
you get a non-lethal mutation that will lead
to a resistant strain,” he explains. “Ozone
rapidly oxidizes the lipoprotein cell wall,
instantly killing the microorganism and
does not allow for the creation of resistant
strains.”

EXTENDING SHELF  L I FE
Managing the shelf life of perishables is a

continuing quest for everyone in the supply
chain. Gary Fleming, vice president of
industry technology for the Produce Market-
ing Association (PMA) in Newark, DE, sees
additional applications of RFID technology
helping in this area. Reading of the tag
throughout the supply chain establishes a
record that describes a commodity’s move-
ment and times of movement. 
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lem with it is you can miss the forest for the
trees. You’re so focused looking for one
pathogen that you can miss another.”

THINGS  OLD  
ARE  NEW AGAIN

One older technology that has been per-
fected lately is the use of ozone. Until
recently, the correct application doses had
not been figured out; every commodity
requires different doses. 

“We can maintain dosages of plus or
minus 10 parts per billion,” explains David
Cope, CEO for Livermore, CA-based Nova-
zone, a manufacturer of ozone technology.
“Ozone can reduce airborne pathogens by
100 percent, reduce exposed surface
pathogens by 70 percent and reduce total
decay by 50 percent. We also have cus-
tomers using this technology to disinfect
irrigation-ditch water.” 

Cope claims ozone is 1,000 times more
effective than traditional chemicals, does
not produce any residues or disposal issues,
can be made on site and is certified by the
U.S. Department of Agriculture (USDA) as a
food contact substance. Besides being certi-
fied organic, ozone also interacts favorably
with ethylene in cold storage rooms to slow
down ripening.

Irradiation is another example of an
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“If it gets put on the floor and has only
one day of shelf life [left] on it, you’re able
to go back through all the read events and
find out why you only have one day left on
a product with a 20-day shelf life,” he says.
“That can help to isolate problems and then
you have a choice of doing something about
it or not. The tangible data is not hearsay.”

Packaging has typically been a passive
technology but new types of packaging are
dynamically interacting with the product.

“We are seeing continual new advances
in packaging technologies. For example,
new breathable film structures are being
developed that provide microperforations
and enable optimal respiration, while also
providing product microwavability,” accord-
ing to Lou Cooperhouse, director of the Rut-
gers Food Innovation Center in Bridgeton,
NJ. “Some products also contain absorbent
pads for containing free moisture, and these
pads may actually incorporate antimicrobial
substances. Furthermore, gas-flushing tech-
nology that may reduce the percentage of
oxygen and/or increase the percentage of
carbon dioxide, for example, enables extend-
ed shelf life. In addition, desiccants that
scavenge oxygen can be incorporated into
the package or even within the packaging
label and can extend shelf life even further”.

TRACEAB IL ITY
HURDLES  AND SOLUT IONS

When food causes illness, being able to
isolate the food causing the illness is not
always easy. According to Don Walborn,
vice president of sales and technical ser-
vices for Kirkey Products Group in Long-
wood, FL, one major hurdle is the accurate
identification of an offending product. 

“We need to do a better job at isolating
what product is the problem,” he says.
“Once the product in question is identified,
then there should be adequate records for
the food-safety folks to trace back where
that product came from. But people are at
various stops along the technological high-
way. Some people are doing everything
manually while others have some very
sophisticated systems. We have the tools,
but are we using them properly? If we’re
using them properly, do we have a method-
ology to access that information easily?”

“Every trading partner you deal with
may have a different way of doing the exact
same thing,” says PMA’s Fleming. “Doing
the same things multiple ways adds costs
not only to participate but also to get your
systems to interact differently with several
different suppliers or with several different
buyers. If everyone works in a proprietary
fashion, then traceability is going to break
down because you lose it in translation and

conversion. If everyone uses a standard pro-
tocol with standard protocol numbers for
items and that information stays with that
item throughout its life in the supply chain,
then we can have efficient traceability.”

One produce company that has been
using RFID to validate some manual
processes in its supply chain also sees it
providing some traceability in that role. “It
is certainly a piece to the puzzle,” says Dave
Silva, director of information systems for
Ballantine Produce Company in Reedley,
CA. “I don’t know that it’s the silver bullet,
but I think it’s certainly going to be a factor
in proving food safety and traceability.”

William Kanitz, president of Scoring Sys-
tem, Inc., Sarasota, FL, says his company
has a food trace-back system that provides
real-time tracing of commodities across the
globe. Using an algorithm, the company
mapped the entire earth and assigned a spe-
cific number to every square meter for
International Standards Organization (ISO)
purposes. The process even accounts for
stacked things, such as the various floors in
an office building or the various levels of
water within oceans, bays, rivers as well as
other water features. Everyone who needs
to interact with the system, or with the
commodities being tracked by the system, is
also assigned a code. 

The secure, patented database resides
online and as events happen, they are
recorded in the database. At times they are
recorded manually as in the case of a
farmer planting a crop or a certifier enter-
ing site data. They may be recorded auto-
matically in other cases, such as a remote
sensor or data logger transmitting an envi-
ronmental reading to the database. In still
other instances the database may be updat-
ed by the scanning of a barcode or the read-

ing of an RFID tag when a commodity
leaves a field, packinghouse or other stop
along its way from field to table. 

The recording of events makes up the
record and that record is called up in sec-
onds from the real-time database so that its
history can be researched in the event of a
food safety alert. In order to adhere to stan-
dards of the World Trade Organization or
Food and Drug Administration, there are no
monetary values or recipes permitted with-
in the system.

BEYOND
TODAY ’S  TECHNOLOGY

Some point out that technology by itself
is only a part of the solution to providing a
safe food supply. “People need to think
more about their own processes,” advises
Elizabeth Darragh, director, food strategic
marketing for Sensitech, Inc. in Beverly,
MA. Sensitech offers cold chain solutions for
monitoring temperature-sensitive products.
“I think there is a lot of very good technolo-
gy out there already but we also know the
learning that can come from understanding
and interpreting the data is critical.”

“In order to make any significant
advances, it’s going to take research,” says
David Gombas, vice president of scientific
and technical affairs for the United Fresh
Produce Association in Washington, D.C.
“We have taken all the old tools out of the
toolbox and used them every which way we
can, but that can only take you so far.” Gom-
bas says his organization is advocating for
increased funding for research at USDA,
Agricultural Research Service (ARS) and
other governmental agencies.

“It’s a baseball game that’s going to be
won by singles,” says Rutgers’ Cooperhouse.
“There are no home runs in this game.” pb
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Unique Produce Challenges

W hen it comes to sanitation, fruits and vegetables pose some unique challenges.
“Some products have a more natural resistance to disease or pests,” explains

Lou Cooperhouse, director of the Rutgers Food Innovation Center in Bridgeton, NJ.
“An apple is an easier-to-clean surface versus a lettuce leaf, for example. Even if you clean
produce, pathogens can actually remain within crevices or within biofilms on the surface of
the product or even be absorbed within a product, as in a lettuce leaf. Simple washing may
not be adequate enough, and more abrasive methods may need to be utilized”

“Anti-microbial compounds are everywhere and new ones emerge regularly,” says Edith
Garrett, president Edith Garrett & Associates, Comstock Park, MI. “Our industry still relies on
the universally effective and affordable chlorine, but we are also working with peroxyacetic
acid, chlorine dioxide and ozone. Not only are we concerned about solid scientific data
and economic costs, but we also need to be careful that any new compounds are approved
by FDA [Food and Drug Administration] and EPA [Environmental Protection Agency] for
fresh produce.” pb
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Salsa — The Amazingly 
Versatile Condiment
With salsa now the No. 1 U.S. condiment, foodservice 
operators have an opportunity to please more customers.

B Y  B O B  J O H N S O N

Salsas offer foodservice a means of differentiation from the competition.

S
alsa has overtaken ketchup as the
No. 1 condiment in the United
States — and this is a condiment
that allows foodservice operators
to carve out their own niche.

“Salsa is becoming the new ketchup,”
says Sherise Jones, marketing director for
the Parma, Idaho-based Idaho-Eastern Ore-
gon Onion Committee (IEOOC). “There are
people choosing the salsa base over ketchup
even for hamburgers.”

However, salsa brings more challenges
and opportunities than ketchup because it
takes many more forms. It can be processed
or fresh. Fresh salsa can come from a sup-
plier or be made in house. Traditional salsas
are based on tomatoes, onions and peppers,
but salsa has shown that tradition can quick-
ly be broken in many tasty ways.

“We’re seeing papayas in salsa,” notes
Mary Ostlund, director of marketing for
Brooks Tropicals, Inc., Homestead, FL.
“We’re seeing many more exotic fruits in
salsa — pineapple, papaya and others.” 

Salsa flavors tend to cross back and forth
between foodservice and retail, so much so
that the question of where a particular flavor
began can be a chicken-and-egg issue. But no
matter where a flavor originated, it behooves
foodservice operators to keep abreast of what
is tickling the consumer fancy. 

“On the consumer packaged goods side,
mango salsa is one of the most popular non-
traditional salsas, with well-known brands
such as Newman’s Own featuring a version,”
explains Wendy McManus, marketing direc-
tor of the National Mango Board (NMB),
Orlando, FL. “Many specialty salsa makers
offer a mango relish variety, as it helps set
them apart from more typical salsa offer-
ings. We never know what’s coming around

the corner, but mangos are riding a wave of
momentum in popularity that should
ensure many new products, including sal-
sas, coming down the pike.”

Pineapple has also become a popular
salsa ingredient. “Our pineapples have made
a great base for salsa because they are sweet
and tart,” says Marianne Duong, communi-
cations manager for Dole Fresh Fruit Com-
pany, Westlake Village, CA.

According to Dionysios Christou, vice
president for marketing at Del Monte Fresh
Produce, Coral Gables, FL, “Pineapple has
become more commonly used in salsa as it
captures two of the greatest food trends of
2006 — the desire to taste and experiment
with more tropical fruits and the Mexican
flavor trend that has consumers searching
for vibrant and exotic flavors of the interior
of Mexico. Consumers love the sweet and
spicy flavor pineapples bring to salsas as
well as the versatility of it. Pineapple salsas

can be used with chips or served over fish,
chicken, pork or even desserts.”

Avocados can also be used in salsa. “On
our Web site we have a number of recipes
that incorporate fresh avocados into existing
salsa recipes,” says Jan DeLyser, vice presi-
dent or marketing, California Avocado Com-
mission (CAC), Irvine, CA. “There’s also a
really good recipe on the Hass avocado Web
site consumer side. It incorporates avoca-
dos, corn, peppers and other ingredients.”

The next innovative use of a traditional
favorite could well be watermelon. “Water-
melon salsa was more of a curiosity item
until about a year ago,” says Gordon Hunt,
director of marketing for the National Water-
melon Promotion Board (NWPB), Orlando,
FL. “We have been showing it to chefs and
it’s getting good response.”

The choice of onions is another way to
make a salsa that serves to differentiate
from the competition.
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body has their own salsa recipe. They realize
they can have some fun with it.”

“Mango is the perfect ingredient for a
salsa,” NMB’s McManus says. “Its complex
flavor holds up well in a mix of spicy or
tangy ingredients. In our recent foodservice
research, salsas emerged as the second most
popular use for mangos in foodservice
chains, behind beverages.”

“Mango salsa is delicious served simply
with chips,” she adds. “But the real magic of
mango salsa is as a marinade and garnish
for fish, chicken, pork or beef. Every type of
meat is enhanced by mango salsa.”

“I did a promotion with Chipotle a few
years ago and it worked out very well,” says
Carolyn Hughes, vice president of market-
ing for the California Tomato Commission
(CTC), Fresno, CA.

Chipotle marketed salsa products made
with California produce. For its part, CTC
promoted California Roma tomatoes with
slogans like “Our mild is wild,” “Take a walk
on the mild side” and “Mild thing.” pb

Do-It-Yourself
Salsa Kits

O ne of the latest additions to the
fast-growing salsa category is a
produce kit that lets customers

prepare their own fresh salsa.
Z&S Fresh, Fresno, CA, has teamed

up with General Mills Old El Paso
Brand to offer clamshells containing
all of the fresh produce items needed
to make fresh salsa.

The agreement is part of a broad-
er deal under which Z&S markets a
line of El Paso Brand produce includ-
ing chili peppers, bell peppers, toma-
toes, tomatillos, avocados, limes,
lemons, garlic and onions.

Although Z&S just released the
salsa clamshell at the end of Novem-
ber, response to the new product has
been generally positive. “We have
about three or four retailers carrying
it, and they are getting good recep-
tion,” says Justin Bedwell, director of
marketing.

The new product is not currently
available in the foodservice sector,
according to Bedwell, but it could be
made available in the future.

“There have been discussions
about going to foodservice, and that
is likely,” he says. pb

“A lot of people don’t like a hot, hot
salsa,” says Wendy Brannen, executive direc-
tor of the Vidalia Onion Committee (VOC),
Vidalia, GA. “When you have a wonderful
sweet onion like the Vidalia, it’s got a lot of
flavor but it’s not hot. Vidalia onions go with
any of the salsas.” 

Freshly harvested Vidalias are available
late April until early fall. “One of the things
I’m seeing more of is salsas based on more
than just onions and tomatoes,” Brannen
says, mentioning, in particular, salsa based
on tomatillos and onions.

“There’s a big difference between fresh
salsa and prepared salsa in terms of the
onions you want to use,” IEOOC’s Jones
adds. “You only use the Vidalia, Maui or other
sweet onions for fresh salsa because they fall
apart if you try to cook them. You use Span-
ish onions to cook for prepared salsas.”

Sweet corn is another item that can be
added to salsas. “They haven’t really figured
out how to package fresh-cut corn,” says
Jason Stemm, account group supervisor at
New York, New York-based-Lewis & Neale
Inc., which represents the Fresh Supersweet
Corn Council, Maitland, FL. “Maybe it could
be another ripe produce item that could
almost be packaged with jarred salsa. Rather
than just serve a jar of salsa, you could cut
off the kernels of fresh sweet corn to add.”

THE  HEALTHY  AND 
CREAT IVE  ALTERNAT IVE

Salsa is benefiting from two great trends
— a growing passion for gourmet cooking
and an increasing interest in good nutrition.

“There’s always been a demand, but it’s
increased with the focus on good nutrition
in the last 10 years,” Dole’s Duong says.
“Restaurants are trying to get more fruits on
their menus, and this is a great way to do it.” 

Salsa may be gaining favor among some
consumers because it has less sugar than
ketchup and may have more nutritional
value, according to Jones. “A lot of restau-
rants are serving salsa now with many more
dishes than just Mexican foods.” 

Watermelons are not just a tasty desert —
they can be a nutritious part of any meal.
“We’re trying to get the word out that water-
melon is a vegetable, and it’s good for you,”
NWPB’s Hunt says.

Some people find watermelon salsa easi-
er on the stomach. “It should be out there as
an alternative for people who can’t eat a lot
of tomatoes,” he adds. “We’re finding a lot of
people are glad to have this alternative.”

Foodservice operators are always looking
for ingredients to help them craft unique
recipes. “Salsa is a good way to show off your
own recipe,” Brooks’ Ostlund says. “People
are getting freer in their salsa recipes. Every-

mailto:zwart@algonet.se
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Nine Ways 
To Maximize Avocado Sales
Despite recent setbacks, united industry finds 
plenty of volume and supports the promotions calendar.

B Y  D U A N E  C R A I G

Consistent growth in avocado sales results from extensive ripening programs.

O
nce an avocado gets into a
shopper’s grocery cart, the
fruit starts showing up on the
customer’s shopping list.
According to the California

Avocado Commission (CAC), Irvine, CA, 25
percent of nationally interviewed shoppers
purchase avocados weekly and 50 percent
purchase at least monthly. For many of
these customers, there is little store loyalty
when it comes to getting their fruit. Thirty
percent say they would go to another store
to get their avocados if they were not avail-
able in the store they regularly shop.

“The category is a very solid performer
for profitability,” says Jan DeLyser, CAC vice
president of marketing. “For the space avo-
cados occupy in the produce department,
they generate very, very positive returns.”

Even though the industry took a hit from
the recent freeze in California, suppliers and
others see supplies being ample.

“I think it’s important for retailers to
know there will be promotable avocado vol-
umes available through their distribution
channels, and our distribution network will
not lack for avocados,” says Rankin
McDaniel, vice president, McDaniel Fruit
Company, Fallbrook, CA. “There will be less
volume because of the freeze, but there still
will be good sustainable volumes.”

“We have huge volumes coming in and
there are three separate boards promoting
avocados that would love nothing more than
to help retailers with their promotions,”
notes Matt Leonard, sales manager, West
Pak Avocados, Inc., Temecula, CA.

“There’s been a lot going on with this
California freeze. Mexico is the world’s
largest producer of avocados and we’ll have
plenty of available product to put on the

shelf,” reports New York, NY-based Emiliano
Escobedo, industry representative and mar-
ket analyst for the Association of Packers
and Exporters of Michoacán (APEAM),
Michoacán, Mexico. “We work very hard to
have the highest quality. One of the mea-
sures for quality is the oil content and right
now we still have the highest oil content in
the fruit. That’s what makes them creamy,
and that’s what consumers love.”

“The last big freeze we had in 1990
caused a market shortage so retailers had to
seriously reconsider their avocado promo-
tions. This time, my calculations have
shown there will be minor impact on the
total supply of avocados,” says Avi Crane,
president and CEO, Prime Produce Interna-
tional, Orange, CA, “The summer months
could see a shortage but I would advise
retailers to work with their suppliers.”

According to Chris Tully, president, Pre-
ston Tully Group, a Garden City, NY, adver-
tising and marketing agency that works with

both the Mexican Hass Avocado Importers
Association (MHAIA). Fallston, MD, and
APEAM, the Mexican avocado deal is enjoy-
ing heavy promotional emphasis, especially
in eight key markets — New York City,
Chicago, Boston, Atlanta, Philadelphia,
Washington, D.C., Baltimore and Charlotte.
Starting with the Super Bowl and continuing
for 16 weeks, 2,200 supermarket locations
will feature shelf take-one literature dis-
pensers packed with information about Hass
avocados from Mexico.

“The primary goal is to educate new con-
sumers on how to identify and use Hass avo-
cados from Mexico,” Tully explains. “I’ve
seen prices for Hass avocados in some of
these markets to be almost $2 each, so it can
be a pretty high price point for a new con-
sumer. You have to make them feel comfort-
able. We find that in the Northeast and
Southeast, fewer than 25 percent of con-
sumers have ever sampled Hass avocados
from Mexico. But what we’ve also found is
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once the consumer samples their smooth
and creamy taste, more than 90 percent
have said they are likely to buy the product.”

Besides in-store demos, Tully’s group
holds large-scale sampling events in malls in
the target markets. In the past, the group
has handed out 10,000 samples in a single
day. MHAIA also sponsors a NASCAR race-
car it calls The HassCar. Besides being a
consumer awareness vehicle, it figures
prominently in a display contest sweep-
stakes. The winning store gets an appear-
ance from HassCar driver Dave Blaney
along with the car itself. In addition, the
retailer gets its logo placed on the racecar

for one race, and the store gets $5000.
Although these particular promotions are

for Hass avocados from Mexico, those in the
industry see benefits to the entire category.
“We’ve spent a lot of time and effort promot-
ing avocados, and I think that retailers have
strong support from a very united industry
with steady prices and product available
year-round,” says APEAM’s Escobedo. “I
think it’s definitely a market you want to be
in if you want growth.”

CAC’s California program features radio
and outdoor ads in 13 markets. CAC also will
sponsor a program around March Madness
and host a display contest in conjunction
with an online sweepstakes called the Irre-
sistible California Avocado Challenge. Retail
promotional support will feature POS and
signage material. The foodservice program
presents menu ideas. “We find it’s a very
effective tool to have foodservice introducing
consumers to avocados,” says DeLyser.

1 .  PUT  THEM OUT  R IPE
“Consumers want avocados that are

ready to eat tonight, and if they don’t eat
them tonight, they want them ready to eat
tomorrow,” says Robin Osterhues, director
of corporate marketing, Calavo Growers
Inc., Santa Paula, CA. “Ripeness increases
sales as much as four to one over non-
ripened. Having ripe fruit on display also
cuts down on shrink. Selling ripe fruit is the
No. 1 thing retailers can do to increase the

category’s performance.”
“Work closely with the supplier and man-

age the inventories,” advises Ed Figueroa,
chairman of MHAIA and category manager
for LGS Specialty Sales Ltd. in Bronx, NY.

“I emphasize the importance of having
ripe avocados,” continues Prime’s Crane.
“Customers don’t want to take home a fruit
they have to wait four or five or six days to
ripen. Older research showed the consumer
wanted to buy one ripe and one green that
would be ready a few days later. All of a sud-
den it changed. No one wants to buy green.
They want to buy ripe avocados.”

“We recommend having some ripe avoca-
dos available all the time for consumers,”
says Phil Henry, president, Henry Avocado
Corp, Escondido, CA. “You’ve got to have
ripe avocados available because the con-
sumer wants food that’s ready to eat.”

According to Mary Ostlund, director of
marketing, Brooks Tropicals in Homestead,
FL, the SlimCado, the trademarked Florida
avocado Brooks sells, ripens quickly. The
variety is much larger than the Hass, has
more water and less fat and is preferred by
Caribbean Hispanics. “Bring the ripe to the
front,” she advises. “Ideally you want to
refresh your stock twice a week, but if it’s a
once a week stocking, make sure fruit near
the bananas is not getting too ripe.”

2 .  D ISPLAY  PROPERLY
“Handling is very important. The No. 1

reason consumers select a piece of fruit is
due to its appearance,” says Osterhues.

“A lot of folks think if it’s a fruit, it should
be kept cold like an apple but for tropical
fruits in general you never want them to get
cold,” says Ostlund. “You want to keep them
cool but not let them get cold. For avocados,
it means storage temperatures between 42º
F and 48º F and not below 40º F.”

3 .  OFFER  A  
VAR IETY  OF  S IZES

“We recommend retailers carry at least
two sizes, a small and a large,” adds Oster-
hues. “A large size appeals to a quality cus-
tomer and a small size to a value customer.”

“Some of the best success we’ve seen
comes from two separate displays in differ-
ent areas of the produce department,” says
West Pak’s Leonard. “One with a large avoca-
do for people who are looking for that pre-
mium piece of fruit and then a smaller avo-
cado for the customer looking for value.”

“There’s the opportunity with the Hass
variety to handle a large size, a small size
and to consider a bag to accommodate or
respond to consumer demand,” says CAC’s
DeLyser. “Consumers have different percep-
tions of value so some think of four or five
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in a bag and others want a single large size.”

4 .  OFFER  A  
VAR IETY  OF  VAR IET IES

“Have the various varieties that may be
available during the year,” says Osterhues.
“Fuerte is still available certain times of the
year, and Lamb Hass is a late season large
size Hass that is becoming more and more
available and popular during the season.
During winter months, Pinkerton, which is
also a large size avocado, is available. Offer-
ing the consumer a variety of avocados is
likened to having another variety of pear or
apple. They throw a mix into the category.”

“If you look at the dominance of the
Hass variety, it’s over 90 percent of the fruit
that’s available for sale in the United States,”
says DeLyser. “There are seasonal opportu-
nities with some of the varieties such as
Lamb Hass, Reed or Pinkerton to incorpo-
rate a secondary variety.”

5 .  PR ICE  COMPET IT IVELY  —
AND PROF ITABLY

“Retailers want to make their avocado cat-
egories as profitable as possible while stay-
ing competitive within the market place,”
says Osterhues. “Traditionally, larger size
fruit is more expensive than small size, and
smalls are usually priced in multiples. So a
consumer might buy two or three small avo-
cados versus buying one large one. A retailer
may make more margin on the large size but
have more unit sales on the small, so pricing
is very important to be competitive in the
marketplace but also to show a value-to-qual-
ity relationship within the store.”

McDaniel’s McDaniel also encourages
sales in multiples using the example of four
for $4.99 instead of one for a dollar.

6 .  MERCHANDISE  
EFFECT IVELY

LGS’ Figueroa emphasizes “displaying
them correctly and conveniently for the con-
sumer and giving them ingredient ideas.”

William Tarleton, director of marketing
communication, Mission Produce, Oxnard,
CA, suggests displaying avocados with com-
plementary produce items. “Arrange floor
displays that are convenient for the con-
sumers as far as suggesting other vegetables
and condiments that would go with them.
That might include tomatoes, lemons, limes
and garlic. When you build a display with
related fruits and vegetables, it’s going to
help the sale of all of them. We also try to
guide our retailers into building manageable
displays, not these gigantic pyramids of avo-
cados but your standard day-to-day avocado
displays. It needs to be manageable.”

“Produce managers generally place their

top category performers and feature items
on end caps and in special displays to gen-
erate movement,” says Calavo’s Osterhues.
“Avocados are now ranking in the top 10 in
terms of sales in stores and in some areas of
the country in the top five. Studies have
shown avocado and tomato sales will
increase when they’re merchandised togeth-
er. We offer space management solutions for
those secondary displays of bagged avoca-
dos. These are merchandising racks that
allow retailers to put avocados in the chip
and salsa aisle.”

Ostlund thinks other complementary

produce items can spur sales. She cites a
conversation with a supermarket produce
employee who said avocados move quickly
when they are placed with citrus.

7 .  PROMOTE ,  
PROMOTE ,  PROMOTE  

“The California and Texas retailers know
avocados well and know they bring in a lot
of traffic to the store,” says Prime’s Crane.
“They run ads every week. Retailers outside
of California and Texas are just now learning
how popular the avocado is and how pro-
moting it helps your entire produce sales
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and your entire store sales. If I were a retail-
er who had seen this avocado market grow
15 percent a year over the past five years
and had not gotten in on the deal because of
worries about consistent supply or how I
would get the customers into the store, I’d
see now as the time to get involved.”

Henry’s Henry supports advertising —
“preferably a feature ad, but any kind of an
ad is beneficial. In conjunction with running
the ad, retailers should add a secondary dis-
play in the supermarket. Preferably that dis-
play would be in a high-traffic, impulse loca-
tion so when the customer is coming into
the store, they see the avocados.”

“We have found avocados, when they go
on promo, don’t need to be deeply discount-
ed,” adds Calavo’s Osterhues. “Consumers
respond really well to avocado advertising.
They have an expectation of what price they
will pay for them because they consider
them a luxury food. A lot of retailers
throughout the country who are gaining cat-
egory success through ripe programs are

advertising as much as once every four
weeks to keep that momentum building.”

8 .  USE  S IGNAGE
“Today, very few retailers really want to

put up POS,” says LGS’ Figueroa, “but it real-
ly is a good idea to have ingredient or recipe
ideas to show the customers how to make
different types of meals with the avocados.”

Mission’s Tarleton expands on that, say-
ing, “The other thing we’re pushing a lot is to
try to steer consumers away from just a gua-
camole mindset. Avocados are gaining in
popularity in sandwiches, salads, appetizers
and sushi. Plus, from a nutrition standpoint,
it has been shown that enzymes in an avoca-
do actually kick-start the nutrients in other
vegetables eaten along with the avocado.”

“Nutrition, usage and selection are the
most important pieces of info at POS,” says
Osterhues.

For avocados other than Hass, Brooks’
Ostlund recommends additional signage. “It
does pay to try to do a bit more signage

when you introduce them because people
may be used to the wrinkled look of the
Hass, and a little bit of explanation can go a
long way. When it comes to our avocados,
retailers can refer customers to our Web site
— we field a lot of questions about them.”

9 .  JUMP  ON A  CATEGORY
DEVELOPMENT  PROGRAM

“Get involved in a category development
program with suppliers to find out where
you are and how you perform within the
marketplace,” says Osterhues. “This helps
you know and be aware of what the compe-
tition is doing so you can use that informa-
tion to your advantage.”

Others on the supply side also encourage
that tactic. “What is highly recommended is
for retailers who aren’t actively involved in
avocado programs to get on one and do
some calculations to see how it’s improving
the sales in your store,” adds Prime’s Crane.
“You’ll have happy customers and a happy
bottom line.” pb

Ripening Tactics

A vocado ripening programs continue to make strides in deliver-
ing ready-to-eat fruit at retail. According to the California Avo-
cado Commission (CAC), Irvine, CA, 56 percent of consumers

who purchase an avocado plan on eating it that day, while 32 per-
cent plan on eating the fruit the following day.

“Consumers are shopping more often during the week and they
are shopping for specific meals that night or the next night. It’s up to
four times more likely that avocados will be purchased if they are
ready to use that night or the next day,” says Robin Osterhues,
director corporate marketing, Calavo Growers Inc., Santa Paula, CA.
“Not only do these programs increase sales but they also cut down
on shrink because the consumers aren’t out there squeezing every
piece of fruit on display. And that’s the biggest cause of shrink for
avocados at retail.” Calavo’s ripening program now employs sound
waves to measure the fruit’s firmness, delivering what it claims to be
100 percent consistency throughout the box.

While many programs rely on ethylene gas to activate the ripen-
ing process, Prime Produce International, Orange, CA, depends more
on the natural ripening processes. This system uses special ripening
bags inside the shipping boxes. “This particular bag has the attri-
butes of a modified-atmosphere and a modified-humidity environ-
ment specifically for the avocado,” explains Avi Crane, president
and CEO. “It has been used for avocados in the United Kingdom by
a major retailer since 2001 very successfully. We are the first to
introduce it in the United States and we have an exclusive from the
manufacturer for avocados packed in California, Mexico, Chile, the
Dominican Republic and elsewhere.” Prime introduced this process
in the United States in October 2006.

Not surprisingly, ripening programs are prominent parts of sup-
pliers’ marketing programs. “The ripening program is the corner-
stone of our avocado program. In fact, we describe our company as
a year-round distributor of custom-ripened fresh avocados,” says
Phil Henry, president, Henry Avocado Corp., Escondido, CA. “We pio-

neered the ripening process and now have 43 ripening rooms. On
average, we’ve been adding two ripening rooms a year. Our focus is
good rooms, good people and good practices.”

“We actually manage the inventory and, depending on the cus-
tomer’s location, we set up the account at the ripe center that’s clos-
est to them,” explains William Tarleton, director of marketing com-
munication, Mission Produce, Oxnard, CA. “They are checked regu-
larly by Mission to ensure they are receiving the fruit in good condi-
tion and they’re storing it in good condition before moving it on to
their retail stores. There are all kinds of quality-control steps going
on to ensure the customer has nothing to worry about. A year goes
by and they’re convinced. They see bigger sales, less headaches,
less shrink, less inventory carrying — everything looks wonderful.”

CAC reports the national average of 2006 store audits showed
47 percent of avocados in stores were ripe and 26 percent were
breaking. The average amount of firm fruit was 24 percent and
over-ripe fruit accounted for 3 percent. Jan DeLyser, CAC vice presi-
dent of marketing, stresses the need for sound management. “On
the ripe program, it’s very important to manage the procurement
process and the handling process through the system because you
want consumers to have confidence in the fruit they purchase at
retail. That’s why you’re seeing a lot more regional ripening facilities
come into being. But it’s important there be ongoing monitoring for
how the fruit is performing at POP.”

In 2007, DeLyser says, CAC is planning on doing approximately
4,000 store audits over three different auditing periods. “We’ll be
able to monitor how the program is going, so this is information
that we use with the individual retailers,” she explains. “We’re able
to give them a really good picture of what the consumer is actually
picking up and purchasing. Education is an important part of the
programs. We’ve got to make sure they know what the performance
impact is on an effectively run and managed ripe avocado program.
It makes a difference.” pb
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Eight Ways 
To Sell More Berries
Tips to increase berry category register ring year-round.

B Y  C A R O L  M .  B A R E U T H E R ,  R D

Strawberries are the best-selling fruit in the berry category.

B
erries were once synonymous
with spring. Not anymore. Year-
round availability, much touted
health benefits and multifaceted
products have transformed this

category into a key contributor to annual
produce department sales.

Marvin Lyons, produce director at Bigg’s,
an 11-store chain based in Milford, OH, and
a subsidiary of Supervalu, Inc., headquar-
tered in Eden Prairie, MN, says, “Depending
on the time of year, quality of the berries
and pricing, berries can contribute any-
where from 5 to 10 percent or more to the
produce departments’ sales.”

Savvy retailers can assure maximum
profits from the berry category by acting on
the following merchandising tips.

1 .  BU ILD  THE  CATEGORY
ON STRAWBERR IES

Strawberries rank as one of the top four
selling fruits in produce departments year-
round. “Blueberries are inching up, but
strawberries are still king of the berry cate-
gory,” notes Lyons.

According to Jan Garrett, senior category
development manager, California Strawber-
ry Commission (CSC), Watsonville, CA, “In a
2006 poll of 1,200 respondents ages 18-plus,
33 percent identified strawberries as their
favorite fruit. In a separate research study,
children ages 6 to 17 also identified straw-
berries as their favorite fruit. That said, con-
sumption of strawberries has jumped from
36 percent to 49 percent over a three-year
period and 88 percent of survey respon-
dents stated they would like to see more
strawberries in store all year.”

California produces nearly 80 percent of
the strawberries sold in the United States,
with peak production between April and

June when all of the growing districts in the
state are in full production. However, says
Garrett, “Since 50 percent of the California
crop is harvested after June 1, there are still
plenty of strawberries available in the late
summer and early fall. In fact, production in
the state is now year-round due to growers
planting twice a year, improved varieties
and expanded acreage in the southern part
of the state.”

Florida supplies 15 percent of the total
U.S. strawberry crop, with peak production
starting in December and running through
the end of March.

“Many retailers automatically switch to
California at the beginning of April, but that
may change, particularly for our regional
and East Coast retailers as the sustainability
trend takes hold and consumers start
demanding more locally grown produce.
We’ve got a significant volume of strawber-
ries into April and need to promote it,” says
Gary Wishnatzki, president and CEO of
Wishnatzki Farms, Plant City, FL.

Julie Chandler, marketing director for

the Florida Strawberry Growers Association
(FSGA), Plant City, FL, notes, “This season,
growers are field-testing three currently
unnamed varieties. If these varieties prove
successful, then the University of Florida
will release them for commercial produc-
tion. In general, the qualities that both
breeders and growers look for include flavor,
size, color, disease resistance and shelf life.”

2 .  ADD BLUEBERR IES ,  
RASPBERR IES
AND BLACKBERR IES  

At Bigg’s, says Lyons, “The big four
berries are strawberries, blueberries, rasp-
berries and blackberries, in that order. All
the publicity about the health benefits of
blueberries has really boosted their sales.”

Blueberries rank second in berry catego-
ry dollar and volume sales.

“Blueberries have taken off like crazy.
We’ve seen a tremendous increase in blue-
berry sales over the last few years,” accord-
ing to Jose Manzano, director of produce for
Dorothy Lane Markets, a 3-store chain based
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totaled 6.5 million cases during the 2005/06
season. Chile also exports raspberries, black-
berries, currants and strawberries to the
United States but blueberries are in largest
volume.

“Much of the impetus for this increase
has come from retailers who now recognize
there is a seamless 12-month supply from
global sources and a permanent ‘berry
patch’ can be stocked to take advantage of
the substantial profit opportunity available
from fresh berries,” relates Tom Tjerandsen,
CFFA spokesperson.

There is great potential for fresh blueber-
ry sales, says John Shelford, president of
Naturipe Farms, Naples, FL. “Industry
research shows market penetration for fresh
blueberries stands at only 25 percent. This
means there is a tremendous amount of
upside potential for this healthful product.”

Raspberries rank as the third most popu-
lar berry.

Jim Grabowski, merchandising manager
for Well-Pict Berries, Inc., Watsonville, CA,
says, “Raspberries are gaining as more acres
are devoted, plantings increase and prices
go down.”

Golden raspberries, says Sweeney, “are
available from June into September,
although they are still limited and more of a
niche item. The problem, too, is that some
consumers don’t know what they are. They
think they’re under-ripe raspberries.”

Blackberries, says Bigg’s Lyons, “are the
slowest movers of the big four berries, but
they do continue to show a nice increase in
sales and have an overall positive effect on
total berry category sales.”

“Blackberries have peak availability from
April to July.” Sweeney adds. “However, the
problem with promoting fresh berries is
their tart taste. Consumers think of them for
baking or some use where they add sugar
for sweetness. However, researchers at the
University of Arkansas are working on pro-
ducing a more flavorful, sweeter berry that
tastes good to eat out of hand. When this
berry gets to market, I think we’ll see con-
sumption markedly increase.

“There are other berries — loganberries,
gooseberries, boysenberries — but I don’t
foresee any of these increasing substantially
at retail in the near future,” he concludes.

3 .  OFFER  ORGANICS
Demand for organic berries is small but

growing, notes Cindy Jewell, director of
marketing at California Giant, Inc., Oxnard,
CA. “Organic is still a very small part of the
total volume and acreage since it is still
holding a small percentage of real estate in
the produce department for the mainstream
retailer on a nationwide basis. However,
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in Dayton, OH.
The percentage of the North American

blueberry crop harvested fresh versus for
processing has changed over the past five
years with fresh at 53 percent in 2006, says
Mark Villata, executive director of the North
American Blueberry Council (NABC), Fol-
som, CA. “Given recent trends, I believe
more of the crop will go to fresh than to
process again in 2007.”

Demand outpaces supply, but domestic
blueberry acreage is up and supply spans
from April through September, according to
Chuck Sweeney, director of category man-
agement for Driscoll Strawberry Associates,
Watsonville, CA. “Harvest starts in Florida,
then moves to the Carolinas, New Jersey,
Michigan and over to the West Coast. Texas
also has a deal on blueberries.”

Fifty percent of the New Jersey blueber-
ry crop harvests between the third week of
June and third week of July, explains Tim
Wetherbee, sales manager for Diamond
Blueberry Inc., Hammonton, NJ. “Tradition-
ally, we started harvesting right around the
beginning of July. The Duke variety allows
us to get started sooner and moves into pro-
motional volumes within the first three or
four days of harvest. It has allowed retailers
to get a jump on their Fourth of July blue-
berry promotions.”

According to Greg Mixon, vice president
and sales manager for Sunnyridge Farms,
Winter Haven, FL, “Consumers seek out and
buy blueberries. To keep them buying, taste
is extremely important. We are investing in
research of varieties that will give con-
sumers the taste experience they desire.”

“Imported blueberries have benefited the
domestic industry as we can now offer fresh
blueberries to consumers virtually year-
round and can meet the growing consumer
interest in blueberries,” adds Villata. “More
acreage is being planted in the southern
hemisphere and the young bushes planted a
few years ago are starting to reach maturity
so the supply from the southern hemisphere
should continue to grow in the near future.
Offshore and domestic have their windows
with very minimal overlap.”

Indeed, Argentinean blueberries are
exported from September to December,
while Chilean blueberries are available from
November through April.

“Blueberry exports to North America
have increased 957 percent over the last five
years,” notes Ricardo Ajo Uslé, manager of
COPEXEU (Committee of Growers and
Exporters of Produce to the U.S.A.), in
Buenos Aires, Argentina. 

According to the Santiago-based Chilean
Fresh Fruit Association (CFFA), total ship-
ments of blueberries to the United States

http://www.coastlineproduce.com
http://www.millsfamilyfarms.com
mailto:info@millsfamilyfarms.com
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“Eat your fruits and vegetables” is one of
the tried and true recommendations for a
healthy diet. And for good reason. Eating

plenty of fruits and vegetables can help you
ward off heart disease and stroke, control
blood pressure and cholesterol, prevent 
some types of cancer, avoid a painful 
intestinal ailment called diverticulitis, 

and guard against cataract and
macular degeneration, two common

causes of vision loss.

What does “plenty”mean? More than 
most Americans consume. The latest 

dietary guidelines call for five to thirteen 
servings of fruits and vegetables a day,

depending on one's caloric intake. For a 
person who needs 2,000 calories a day to
maintain weight and health, this translates

into nine servings, or 41⁄2 cups per day.
Over the past 30 years or so, researchers
have developed a solid base of science 
to back up what generations of mothers
preached. Early on, fruits and vegetables
were acclaimed as cancer-fighting foods.
In fact, the ubiquitous 5-A-Day message

(now quietly changing to Eat 5 to 9 A Day)
seen in produce aisles, magazine ads, 
and schools is supported in part by the

National Cancer Institute. The latest 
research, though, suggests that the 

biggest payoff from eating fruits and 
vegetables is for the heart.

From Harvard School of Public Health

http://wunripeproduce.com
mailto:jmsrad.com
http://www.salyeramerican.com
http://www.vessey.com
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Promote Health Benefits
B erries wil l  continue to gain a

greater share of consumers’ pro-
duce expenditures, claims John

Shelford, president of Naturipe Farms,
Naples, FL, “due to their health benefits,
along with their delightful eating experi-
ence, ease of preparation and increased
availability 52 weeks a year.”

Jan Garrett, senior category develop-
ment manager, California Strawberry
Commission (CSC), Watsonville, CA,
adds, “Strawberries are a nutritional
powerhouse, packed with essential vita-
mins, fiber, potassium and other com-
pounds that may boost the immune sys-
tem. Plus, they are naturally low in sugar
and high in vitamin C.”

A simple POS card highlighting that
strawberries have substantial vitamin C
and are fat-free and low in calories,
“might make the difference with con-
sumers who are also looking for some-
thing healthful,” advises Cindy Jewell,
director of marketing at California Giant,
Inc., Oxnard, CA.

Blueberries, says Shelford, offer two
to four times as many health-giving
antioxidants as many other fresh pro-

duce items, and consumers love them
because of their flavor, color and appeal
as a snack item for children.

According to CSC research, the solu-
ble dietary fiber in strawberries helps
slow the absorption of carbohydrates in
the blood stream, which helps keep a
person’s blood sugar levels more even.

Last fall, CSC became certified to use
the American Heart Association’s influ-
ential ‘heart-check’ mark. Studies have
shown that eating a daily serving of
strawberries (about eight) for four weeks
increases the levels of folate, a B vitamin
important for heart health. Folate helps
break down homocysteine, an amino
acid found in the blood that may be a
risk factor for coronary heart disease.
Plus the soluble fiber in strawberries is
recognized for its cholesterol-lowering
properties.

Berries have also been linked to cog-
nitive function, stroke prevention and
anti-aging.

Nutrition information can be incorpo-
rated in point-of-sale signage, in ad cir-
culars and in other consumer-oriented
retail publications. pb

there are U.S. markets that demand more
organic produce than others and stores that
feature organic produce more than others.
Therefore, we feel it is important to have
organic berries as part of our product mix to
meet the needs of our customers.”

Stephanie Hilton, director of marketing
at Beach Street Farms based in Watsonville,
CA, agrees. “Over the last several years,
demand for organic from our current cus-
tomers as well as new customers has
increased. Today, over 20 percent of our
strawberry acreage is organic.”

Retailers that merchandise organic
berries want a year-round supply, says Wish-
natzki’s Wishnatzki. “We’ve expanded our
organic strawberry program from a 1-acre
greenhouse to 15-acre proprietary semi-
hydroponic system. Heat and humidity
make it difficult to grow organically in Flori-
da, but we’ve overcome the challenges.
That’s because all major retailers want
organic berries year-round and we can now
fill that void where they previously had to go
without for a month or two.”

“We’ve found that sales are higher and
stronger when organic berries are integrated
with conventional. Also, in conventional
stores, there’s a greater likelihood of getting
consumers to shop up when organic is side-
by-side conventional. However, if your cus-
tomer base is diehard organic shoppers,
then a segregated display may work better,”
notes Driscoll’s Sweeney.

4 .  S IZE  MATTERS
Are bigger berries better? According to

Jewell, “This is one of the long-time ques-
tions that has yet to be answered simply.
Some consumers think bigger berries are
better, and they can be depending on what
they will be used for in a recipe. Bigger
berries are best for dipping, garnishes and
eating plain or whole. Some consumers
think smaller berries are sweeter and taste
better. This is not necessarily true since all
the berries, big or small, come from the
same plant.”

Well-Pict’s Grabowski favors large size
berries. “Big berries do offer that wow factor.
They’re impressive.”

Extra large fruit is perceived as premi-
um, adds Sweeney. “That’s the attraction for
place-packed long-stem strawberries.”

Colorful Harvest, LLC, Monterey, CA,
has come up with a way to creatively mar-
ket small berries. The company’s Kid Candy
baby strawberries, packed in 8-ounce
clamshells, are targeted towards children
and snacking.

Strawberry size is a function of Mother
Nature, notes Hilton. “Strawberry plants pro-
duce larger berries at the start of their pro-

duction cycle and as that production cycle
progresses, berry size will decrease.”

What’s more important to consumers,
according to Sweeney, “is consistency in the
size of the berry in the pack.”

FSGA’s Chandler agrees. “Retailers find
consumers will question why they get 16 to
20 berries in their 1-pound clamshell one
week and half that amount the next week —
all for the same price. They find consumers
would rather count on getting the same
number of berries each time.”

5 .  PRESENT  A  VAR IETY  
OF  PACKAGE  S IZES

Clamshells rule, says Jewell. “This type
of pack has proved to be best for maintain-
ing the highest quality berry to the con-
sumer. The 1-pound clamshell is definitely
the workhorse container for strawberries.”

At Beach Street, Hilton says, “We have
seen an increased demand for both our 2-
pound and 4-pound clamshells throughout
the year and not just during the summer.”

Indeed, 2-pound clamshells are best-sell-
ers at Bigg’s. “The 2-pounders do extremely
well for us and we sell more of them than
the 1-pounders,” Lyons notes. “It’s likely
because we put them on ad more, give them
more room and display them prominently

on end caps.”
Four-pound clamshells of strawberries

sell like gangbusters at Econo Foods, an inde-
pendent 6-store chain based in Iron Moun-
tain, MI. Jim Weber, produce supervisor,
explains, “We went from 10 ads on the 4-
pounders in 2004 to 16 ads in 2006. That’s
because we found that when customers buy
the 1-pounders, they tend to eat them alone.
When they buy the 4-pounders, they tend to
buy several other ingredients to go with the
berries like angel food cake, glaze and choco-
late dips. So you go from a $5.98 sale for the
berries, which is already a pretty good pro-
duce ring, to an $8 to $9 ring by the time you
add in all the go-withs. It’s all incremental
sales and it pulls in sales for the other
departments as well.”

“Sunnyridge is innovative and flexible
when it comes to packages sizes,” explains
Mixon. “We can accommodate retailers
throughout the year. Volume has increased
and retailers’ fear of high price points has
gone away. The consumer is not afraid of
price anymore.”

Bigg’s does some in-and-out ads with 4-
pound clamshells of strawberries, but,
Lyons notes, “I’m not fond of them. At that
size, the berries sometimes get bruised on
the bottom.” This trend towards larger pack-



age sizes extends to blueberries. According
to NABC’s Villata, “With the growing interest
in the healthfulness of blueberries, some
consumers are looking for larger packs.
Recently, we have seen larger-size clamshell
packages of blueberries offered at retail
beyond the basic 12-ounce container.”

“Offer customers multiple packaging
options. Seventeen percent more strawber-
ries are sold when customers are given a
choice of package sizes,” Hilton explains. 

6 .  CROSS -MERCHANDISE
At Bigg’s, berries are cross-merchandised

with dessert fixings such as glaze, shortcake
cups and angel food cake. “We’ll move small
coolers in, right next to the berry display,
and fill them with whipped cream during
peak season,” Lyons says.

Cross-merchandising berries with com-
plementary items “maximizes total depart-
ment sales, especially when you give con-
sumers suggested uses,” notes Naturipe’s
Shelford.

Jewell agrees, saying, “Consumers like to
have serving suggestions, recipes and meal
solutions when shopping. They spend so lit-
tle time in the department that the easier a
retailer makes it for them to make a pur-
chase, the better.

“The combination of berries with a
chocolate dip in a pack didn’t achieve the
success the industry thought it would. I
think it had to do with the quality of the
chocolate dip. That’s not to say merchandis-
ing a chocolate dip next to clamshells of
fresh strawberries isn’t still a good idea,”
Driscoll’s Sweeney says.

In addition to dessert fixings, berries ide-
ally cross-merchandise with other items.

“We have a tie-in promotion with Frieda’s
Crepes coming up from April 4 through
May 15. The packages of crepes will carry
an on-pack coupon for 55¢ off the purchase
of Frieda’s crepes and any Naturipe Farms
berries,” explains Shelford.

CSC’s Garrett adds, “Try placing a cooler
with berries over in the cereal aisle.”

Marianne Duong, communications man-
ager for Dole Fresh Fruit, Westlake Village,
CA, adds, “Cross merchandise berries next
to bagged salads.”

7 .  ALLOCATE  
ENOUGH SPACE

Berry displays at Bigg’s vary according to
the time of year, says Lyons. “They’ll range
from four feet to as much as 16 feet during
the peak berry season beginning in April
and May.”

Dorothy Lane’s Manzano explains, “The
berry display has four facings and holds six
to eight cases in the winter. In the spring

M A R C H  2 0 0 7   •   P R O D U C E  B U S I N E S S 143

and summer, the dis-
play is much larger
with 20 to 30 flats.
We’ll promote the
berries at an attrac-
tive price to go with
the bigger display.”

“It doesn’t matter
how good blueberries
taste,” says Sun-
nyridge’s Mixon. “If
the consumer can’t
find them, you lose
sales.”

There is a tenden-
cy, says CSC’s Gar-
rett, “for strawberry
space to be under-
allocated leaving
profits on the table. From April through
August, when compared to other fruits,
strawberries generate the fourth highest dol-
lars per square foot of display space. To
increase sales dollars, increase strawberry
square feet by at least 50 percent.”

According to a CSC-commissioned study
conducted in 2006, a western grocery chain
generated 33.2 percent more dollars per
store per week by doubling its display space
in the spring. In addition, a mid-western
grocery chain generated 13.9 percent more
dollars per store per week by doubling its
display space in the summer. Increase dis-
play space, Garrett, “by merchandising 2-
pound and 4-pound packages along with 1-
pound units during the spring and sum-
mer.”

Naturipe’s Shelford suggests retailers dis-
play all berries together in a ‘berry patch’
format. “This will result in maximum cate-
gory sales and more trial of variety berries.
In fact, the more variety you have, the more
sales you’ll have.”

According to Sweeney, “Consumers
expect the produce department to be
dynamic and changing, but they want to be
able to easily find their favorite items.
Therefore, build your year-round berry dis-
play in a consistent location, but change
what you offer in the display throughout the
year. For example, strawberries may be the
king of the berry category, but at certain
times through the year, such as from Octo-
ber to December, there are more variety
berries available and the patch display
should reflect this.

Finally, Garrett recommends, “Make
sure to replenish displays, especially
between 3 PM and 7 PM when store traffic is
highest.”

8 .  PROMOTE  YEAR -ROUND
Advertising works, claims Garrett. “Near-

ly 60 percent of strawberry purchases are
made off deals and promotional activity.”

Beach Street’s Hilton agrees. “A well-
planned strawberry ad will bring customers
into your stores and increase overall dollar
volume. In fact, research shows that 52 per-
cent of heavy strawberry consumers will
switch stores just to shop a strawberry ad.”

As for type of ad, California Giant’s Jew-
ell says, “Some chains see great results on
buy-one-get-one type promotions and others
focus on reaching a specific price point dur-
ing peak season to move volume and gener-
ate increased sales for the department.”

Regarding timing of ads, Garrett notes,
“Weekly retail ads peak during the spring
and summer California strawberry crop
peak, although increased fall availability can
drive promotions from September through
November.”

“Holiday promotions during Easter and
Mother’s Day are always popular as well as
for Memorial Day and the Fourth of July,”
adds Jewell.

At Sunnyridge, says Mixon, “Our ability
to supply great-tasting, high-quality blueber-
ries year-round is important to the industry.
Taste and good quality will keep consumers
coming back for more.” 

The biggest promotional period for
Argentinean blueberries, says COPEXEU’s
Uslé, “is mid-December through February.”

Chilean raspberries peak in December
and again in February, notes Shelford, “ideal
for Valentine’s Day promotions.”

Household penetration of variety berries
is fairly low, especially in comparison to
strawberries, he continues. “How about pro-
moting strawberries and a variety berry
together for a combined price to encourage
strawberry users to buy varieties?”

Finally, says Duong, “Promote berries at
least 35 to 40 weeks per year and vary the
ads — front page, back page, line.” pb

Health claims have pushed blueberries to the No. 2 position
in the category.
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Carrots Offer Opportunities
New carrot merchandising efforts can revitalize a staid category.

B Y  P E T E R  G .  L A V E R Y

W
hile some retail produce
executives see carrots as
old guard, others have
seen stunning growth by
reconsidering the way

they merchandise this product. Cello,
bunch, sticks and a new variety of value-
added products like snack packs, shredded,
peeled and sliced carrots are leading the cat-
egory with double-digit annual gains.

Phil Gruszka, vice president of market-
ing, Grimmway Farms, Bakersfield, CA,
notes, “When grocers feel a category is staid,
saying, ‘We get sales out of it and that’s it,’
that’s the category to focus on. Ten years
ago we introduced baby carrots and sales
are at an all-time high. Now we have taken a
value-added approach, with microwavable
packs, sticks, shreds. And we have had retail
growth in the double digits for 2005 and
2006. The idea is to educate consumers on
what’s growing, what’s going on, what will
be going on.” 

Gruszka says Grimmway’s full line of
value-added products is growing. “It’s a high-
er price per pound, and a retail success. You
don’t have to go real deep on discounts and
growth is going to be in the double digits.”

Grimmway has also seen pronounced
growth in its line of organics, he notes, “and
the realization of organic as a larger piece of
our business with the Bunny Love Organic
and Cal-Organic lines.” Grimmway contin-
ues to incorporate its marketing and mer-
chandising strategies into its entire Cal-
Organic line, not only with carrots.

Color is a consistent theme in the car-
rot’s newfound success at retail, with tradi-
tional orange being supplemented with red,
purple, white and yellow varieties that are
becoming more available and more popular
with consumers. Gruszka notes that while
these new colors are not yet major sellers,
Grimmway has seen some growth and looks
forward to it continuing. 

According to Bill Santoni, director of
sales, Coosemans D.C. Inc., Washington,

D.C., his company plans further research
into different colored carrots, because each
one has unique health and nutritional val-
ues. “We need to educate the consumer.
Baby carrots or these colored carrots have
different [nutritional] values to them. That’s
key in selling these. They might all taste the
same, but they have different health values.”

Gruszka agrees health values and con-
sumer education are key, noting there are
stronger antioxidants in the darker carrots
(purple and red) than in the familiar orange. 

GOOD-TAST ING NUTR IT ION 
The U.S. Department of Agriculture's

(USDA) Agricultural Research Service (ARS)
has developed and enhanced some of the
nutritional values (and colors) in the differ-
ent carrot varieties. According to its Web
site, “Red carrots derive their color mainly
from lycopene, a type of carotene believed
to guard against heart disease and some can-
cers. Yellow carrots accumulate xantho-
phylls, pigments similar to beta-carotene
that support good eye health. Purple carrots
possess an entirely different class of pig-
ments — anthocyanins — which act as pow-

erful antioxidants.”
Suppliers agree merchandising has to

educate the health-conscious and informa-
tion-hungry consumer base. Category
growth is possible with colorful, targeted
and informative merchandising programs.

“Consumers already know carrots are
healthful,” Gruszka notes. “They just want to
be reminded of it. Our studies have shown
carrots are one of the few vegetables that
kids say, ‘Yeah, I’ll eat that.’” This has led to a
partnership with Nickelodeon, the popular
television network for children. “We signed a
deal to use [Nickelodeon’s] characters on our
packaging, like SpongeBob SquarePants.” 

Grimmway has used the successful
SpongeBob campaign to develop POS mate-
rials and packaging. Grimmway has also
used the Nickelodeon partnership to run
promotions for consumers with prizes that
include vacation trips to Orlando, FL, a sub-
marine ride, iPods and backpacks.

Grimmway has developed its merchan-
dising strategies by carefully watching and
drawing on successful strategies and cam-
paigns in other grocery categories. “Grimm-
way has learned a lot since we started bring-

Health-conscious consumers are re-discovering this versatile vegetable.
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The Place To Be

P hil Gruszka, vice president of marketing, Grimmway Farms, Bakersfield, CA, notes
non-produce pressures in the produce departments. With the United States being
so health-conscious, he explains, produce is the place to be, with more pressure

for space in produce than there may be in other departments. “A lot of other categories
want [to get] into produce — the juice front, the salad dressing front.” 

A buzz going on in produce these days adds that everybody in the grocery business
wants to stress health by showcasing their products in the produce department. “Health-
ful? You’re not going to get much more healthful than fruits and vegetables,” he notes. 

So, as much as new merchandising efforts and methods are revitalizing carrots — a
category once viewed as staid — new pressures, competitors and space constraints are
part and parcel of the new concepts. Nonetheless, since produce is the place to be, this
once-sleepy category is realizing great growth, reduced shrink, higher price-per-pound
and all-around success with consumers when the merchandising is right. pb

One more reason why Kern Ridge Growers
should be your California

carrot supplier.

Kern Ridge Growers carries a full line of
conventional and organic products.

661-854-3156  •  www.kernridge.com
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ing other categories into the industry,”
explains Gruszka. “Double digit growth rates
— that exciting!” 

To that end, Grimmway also has focused
its merchandising efforts and packaging to
emphasize seasonality in produce. “We are
also trying to do seasonal pieces, like our 3-
pound baby carrots for spring brightened up
with flowers or bunnies, or snowmen in
winter. The difference really brightens up
the produce department. Those little kinds
of things have been responded to really well
[by consumers], and we’ll continue to do

that, emphasizing seasonality in our packag-
ing,” he adds.

“We are now pushing on our whole
organic line. We will continue to take sug-
gestions and watch what’s happening in
other categories,” Gruszka says. Grimmway
is taking note of what works in distinct
regions of the country as well, to see what
works where and if it translates into a useful
tool in different regions.

OPEN COMMUNICAT ION
Keeping an open line of communication

is a common theme with produce execu-
tives. They are educating but also listening
to the consumer as well as developing mer-
chandising and marketing plans that are
informed by other categories in the store. 

Bryan Reese, vice president of marketing
for Bakersfield, CA-based Bolthouse Farms,
summarizes his company’s consumer-mind-
ed approach and how it impacts sales: “In
general, we’ve found product packaging,
consumer communication and effective
merchandising principles all play critical
roles in product performance.” 

Bolthouse’s approach to merchandising is
comprehensive and far-reaching. “Bolthouse
Farms offers complete category manage-
ment solutions to its customers. The busi-
ness-building programs we put together are
based upon industry ‘best practices’ as well
as in-depth analysis of retailer specific scan-
ner information and national/regional con-
sumer trends. Each program is custom and
proprietary to the retailer,” Reese explains.

Coosemans D.C. has begun a new mer-
chandising spin involving its overwrap pack-
aging and is working with a popular regional
chef, cooking-store owner and culinary edu-
cator in the capitol area, Phyllis Frucht. 

She was asked to develop recipes featur-
ing the vegetables Coosemans D.C. packages
for retailers. The company has enjoyed great

WILSON & SON
SALES INC.

ALSO HANDLING: SPRING VEGETABLES
AND CANTALOUPE

813-754-7554
FAX: 813-752-8352

ROBERT WILSON • DONALD BUTI
LANCE WILSON

PLANT CITY FLORIDA

N OW  S H I P P I N G
S T R AW B E R R I E S
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World Variety Produce, Inc., 
P.O. Box 21127
Los Angeles, CA 90021
800.468.7111
www.melissas.com

Implementing Certified
Concepts & Opportunities

Organic Shallots, Dried Papaya,

Dried Mango, Dried Tomatoes,

Dried Parsley, Bosc Pears, Apples,

Peaches, Nectarines, Lemons,

Limes, Grapefruit, Beets,

Bell Peppers, Dutch Yellow

Potatoes, Mangos, Honeydew

Melons, Russet Potatoes
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“Your Shallot Source”

Fresh and Peeled 
Shallots

Peeled Garlic 

Pearl Onions

Cippolini Onions

Fingerling Potatoes

Year-Round Availability

Consumer packs 
available for retail

Call Cary 

610-345-1113
West Grove, PA
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FREE
FRESH TAKES
NEWSLETTER

Since its founding in 1986, Babe Farms has
focused on growing and marketing over 100
varieties of fresh baby and specialty vegetables.
Quality, color, and unique varieties are the 
hallmarks of Babe Farms specialty vegetables.
To receive your free Fresh Takes quarterly 
newsletter contact the Babe Farms sales staff:
Gail, Ande, Rebecca, or Rocio at 

800-648-6772
or e-mail: 
ande@babefarms.com

Babe Farms
Santa Maria, CA
See us at CPMA 
Booth # 1022
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The HORSERADISH HOUSE

COMPANY
Year-Round Shipper
Horseradish Roots

618-344-2910
888-344-4392
Shrink Wrap Individual Horseradish
Repacking 5 & 10 lb. bags
Washing available

Dennis Diekemper — Sales

703 S. Bluff Rd. • Collinsville, IL 62234
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success with its packaging because of its
information and consumer inspiration. Also,
a regional personality like Frucht resonates
with both retailers and consumers, Santoni
notes. He says retailers like the recipe-print-
ed packaging and are now demanding it
because of consumer responses.

Coosemans D.C. now focuses on offering
its retail clients overwraps of carrots mixed
with other specialty items, such as baby zuc-
chini or sugar snap peas. “Overwrap trays
are really taking off. It’s a one-meal package.
I call it our Peas and Carrots program. We
offer 8-ounce overwrap trays of carrots with
baby zucchini or snaps. The color of carrots
breaks up the green wall [in the produce
department] — it just jumps out at you.”
Santoni has now acquired baby colored car-
rots and will soon begin adding them to the
Peas and Carrots programming. He believes
this will be as a good way for consumers to
learn about different colored carrots without
having to buy a bunch or a 5-pound bag.

Tempering the introduction of colored
carrots or any new specialty product, San-
toni adds, is supermarket concern about pre-
venting shrink. However, he notes, “It is up
to the seller to go in and offer these items,
and offer them in a package that enables [the
retailer] to sell them. The onus is on me to
offer them mixed cases. A 24-bunch can be a
hard sell.” pb

The World 
Carrot

Museum

John Stolarczyk is the ener-
getic and personable carrot-
enthusiast and curator of The

World Carrot Museum, a virtual
Internet carrot museum based in
Bradford, England. At the museum,
Stolarczyk lists myriad nutritional
values, calling carrots “nutritional
heroes” for their carotene, vitamins
B and C, potassium, vitamin B6,
thiamine, folic acid, magnesium
and calcium pectate, “an extraordi-
nary pectin fibre that has been
found to have cholesterol-lowering
properties ...[Carrots are also] well-
known for their sweetening,
antianaemic, healing, diuretic, rem-
ineralizing and sedative properties.”
The Web site also offers recipes,
the history of the carrot starting
from 200 A.D., and variety of fac-
toids and growing advice.          pb

http://www.melissas.com
mailto:ande@babefarms.com
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Managing Organics — 
A New Produce Challenge
As organic produce continues to gain momentum, 
retailers have to deal with additional issues.

B Y  B O B  J O H N S O N

Some stores opt to merchandise 
organics in the midst of conventional.

O
rganic produce category man-
agement is a new challenge
for conventional supermar-
kets, one without a universal
definition of how to do it.

“The way of organizing organic produce
varies from store to store,” relates Barbara
Haumann, press secretary for the Organic
Trade Association (OTA), Greenfield, MA.

One option is to maintain the conven-
tional produce structure and add organic to
the duties of conventional buyers and mer-
chandisers. However, they may not have
expertise in organic. This option may also be
more complicated and less efficient for
organic producers who have a greater crop
variety than their conventional counterparts.

Another option is to have a category cap-
tain and team devoted to organics; this
approach leaves the issue of how the organ-
ic produce meshes with the conventional.

“They handle the merchandising both
ways,” says John Musser, CEO of Jonathan’s
Organics, East Freetown, MA. “Some stores
have a dedicated organic section in the pro-
duce department, while others have an
organic item next to the conventional item.”

No matter how organic produce is han-
dled, however, its management has implica-
tions that go beyond the produce section to
the entire store.

“Organic produce is the gateway for a
consumer’s exploration of the whole catego-
ry of organic food and beverages,” advises
Glenn Daniels, senior director of national
sales, Earthbound Farm, San Juan Bautista,
CA. “Recognizing the important role organic
produce plays in this exciting category,
retail leadership understands there must be
more focus on making this a truly top-flight
experience for consumers or they may go
elsewhere to fill that need. It’s not just

throwing it up there for image purposes — it
needs to be managed. Having the right
selection at the right price merchandised
correctly is being given a lot more attention
so that, now, everyone across the produce
department embraces the movement.”

Supermarkets are increasingly deciding
to have a single captain in charge of the
important organic category.

“It depends on who you’re talking about
because people manage organic produce in
a lot of different ways,” says David Wein-
stein, salesman, Heath & LeJeune, Inc., Los
Angeles, CA. “Some people have a single
category manager for organics.” He or she
generally works under the produce manager
and is responsible for inventory, ads and
relationships with organic vendors. 

“Most chains have a dedicated organic
buyer,” Musser says. “Some have different
organic buyers for different products. As the
organic offering has expanded, it’s become
rare to have one buyer for all the organics.”

“The industry seems to be moving
toward one individual handling the organic
category,” Daniels believes. “When you have
two buyers, it is typically one for fruit and
one for vegetables. I would say about 75 per-
cent now have a single category captain.”

Organic produce can bring its own set of
issues. “There will be unique issues in
organics, such as when weather difficulties
cause problems with the crop,” notes Melin-
da Richardson, national account manager,
Pacific International Marketing, Salinas, CA.

“The complexity of the category makes it
challenging, so most chains are moving
toward hiring an organic captain,” relates
Pat Bayor, director of retail sales, Goodness
Greeness, Chicago, IL. “There’s even a trend
toward adding new varieties, and some
chains will offer only organic in some items

in their upper-end stores.”
“A lot of these stores are highlighting the

organics,” says Josh Kay, organic buyer, Lan-
caster Foods, Inc. “They are putting them
into some very aggressive places within the
produce department and promoting them as
the latest thing.”

NO NEED  TO  
CHANGE  WHAT  WORKS

Not all chains have changed the struc-
ture of their produce operation to make a
special place for organics. “Some chains use
their conventional produce categories,”
Weinstein says. “The tomato buyer, for
example, will buy organic as well as conven-
tional tomatoes.”

In some cases, it seems easier to have a
single buyer. “Many mainstream supermar-
kets still believe it’s easier for the apple
buyer to buy all the apples — conventional
and organic — and for the potato buyer to
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do the same,” notes Earthbound’s Daniels.
“Usually the commodity buyer also buys

the organics,” agrees Frank McCarthy, vice
president of marketing at Albert’s Organics,
Bridgeport, NJ.

Differences in stores can depend on how
long they have been buying organic. “I’ve
been dealing mostly with organic and natur-
al food stores, but on occasion I deal with
conventional markets,” says Larry Silva,
president of New England Organics, Inc.,
Chelsea, MA “The people who have been
buying organic for 10 years or more don’t
like packaging as a rule. Organic customers
like to feel and smell their produce. The
new buyers like packaging.”

There is no single, dominant way of orga-
nizing this category. “Some retailers separate
their organic category, but some integrate
their organic into their conventional pro-
duce. A lot of times there are different buy-
ers for the organic, but a lot of times it’s the
same buyer,” Pacific’s Richardson says. 

THE  HYBR ID  SOLUT IONS
Many stores are developing hybrid forms

that include both organic specialists and a
unified produce merchandising operation.

“The conventional supermarkets have a
combination of category buyers and organic
or value-added buyers,” according to Ethan
Abendroth, sales representative for Pacific
Organic Produce, San Francisco, CA.

“Once you get past the overseer, you
rarely have one person doing all the buying,
especially in large chains. As the organic
industry has taken off, the selection stores
are after has expanded. They basically want
everything,” he adds.

One way to integrate these operations is
to have organic buyers report to a produce
captain. “Most of the chains have integrated
organic buying into their conventional buy-
ing,” Goodness Greeness’ Bayor explains.
“Although there are many buyers, for the
most part they funnel the information to a
single point of contact.”

Another approach is to have a number of
organic buyers. “Some companies will divide
the work among two or three buyers,” Heath
& LeJeune’s Weinstein notes. “Safeway, for
example, has buyers for organic fruit, wet
vegetables and dry vegetables.” In this model,
buyers report to a single merchandiser.

At least one regional chain divides the
work among buyers, category managers and
merchandisers. “In that scenario, the respon-
sibility is so diffuse it’s hard for a vendor to
know who to deal with,” Weinstein adds. “On
the one hand, you need to deal with the guy
who orders every day. But there are also
other buyers and category managers. It’s a
lot of conversations.” pb
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Culinary adventures are plentiful and discovering 
new flavors is part of the San Francisco spirit.

By E. Shaunn Alderman

The Spirit Of Discovery Endures
S A N  F R A N C I S C O  M A R K E T  P R O F I L E
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F
ood lovers describe the Bay Area
as an epicurean playground and a
city of chefs. Known for innova-

tive cuisine, San Francisco Bay Area
restaurants serve food from all over
the world. Residents and tourists revel
in the global gastronomic offerings.

Outside of the city, small regional
farms grow in-demand organic pro-
duce. Restaurants, retailers and whole-
salers take advantage of often daily,
fresh-from-the-farm deliveries. Just a
few hours south of San Francisco is
the Central Valley, commonly referred
to the world’s most productive agricul-
tural region. A little further south is
the rich growing region of the San
Joaquin Valley — bountiful with citrus,
grapes, peaches, plums and nectarines.
Access to fresh produce grown close
by is a luxury that heightens expecta-
tions of all fresh produce.

One consumer benefit of living in
a city boasting such a broad range of
dining experiences is that retailers
have to offer comparable quality
products to tempt diners into stores.
Most Bay Area retailers, sensitive to
the sophisticated palates of local resi-
dents, offer quality produce that will
satisfy customers when they eat at
home. Although sometimes viewed as
the competition, area restaurants actu-
ally are a reason retail produce
departments adhere to high quality
standards. Consumers accustomed to
eating good food while dining out
expect to purchase and enjoy the
same quality produce when they pre-
pare food at home.

Steve Hurwitz of Bay Area Herbs
& Specialties, South San Francisco
Market, applauds San Francisco’s
independent retailers and chain stores
for their bold efforts in merchandising
innovative produce items. “They
know to look and see what diners are
enjoying in restaurants — such as
white asparagus, colored kale and
heirloom tomatoes. Retailers take

great pride in putting out color and
varieties.” 

The Wholesale Markets
The wholesale produce business

in San Francisco functions from two
distinct and separate markets, the San
Francisco Wholesale Produce Market
and the South San Francisco Market.

Michael Janis, general manager of
the San Francisco Wholesale Produce
Market on Jerrold Avenue, sees the
retail landscape continuing to evolve
with its international and ethnic side
and with the base of strong indepen-
dent retailers. “There is a confluence
of food retailing going on in the Bay
Area. Either they are our customers
or they are potential customers,”
explains Janis. “The continual strength
of organics is great for this market.”
With more than 30 merchants on the
San Francisco Wholesale Produce
Market, “All of the better and fine
restaurants are sourcing products from
this market,” he notes.

Janis confidently shines the light
on the merchants and the importance
of promoting their products and ser-
vices. “Part of our job is to continue to
raise the profile of the wholesalers on
our market,” he explains. His office
publishes a newsletter every other
week featuring market conditions and
events. Buyers view the newsletter,
which is available online, as a vital
source of market information.

With land leases expiring in 2013,
the San Francisco Wholesale Produce
Market’s future is often the focus of
conjecture. According to Patrick Mur-
phy, secretary/treasurer, Coosemans
San Francisco, San Francisco Whole-
sale Produce Market, “If all markets
were in one place similar to Los
Angeles, then business would be bet-
ter — if all the wholesalers were
together. It would be easier for the
buyers.”

As president of the San Francisco
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Produce Association, the governing body for the
San Francisco Wholesale Market, as well as presi-
dent of Jacobs, Malcolm & Burtt International, Inc.
(JMB), Leo Rolandelli is accustomed to answering
questions about renewing or extending leases. He
sees the market being utilized by many buying
segments. “People do walk this market. You see
buyers for Mollie Stone’s, Andronico’s and Berke-
ley Bowl.” Rolandelli has seen a lot during his 44
years in the business and seems optimistic about
the future.

Unfortunately, not everyone has a positive
view of the future. Annette Lee, president of John
Demartini and Co., Inc., San Francisco Wholesale
Produce Market, says, “I don’t see a long-term
vision of this market being a viable method of pro-
viding produce to the general public.” Her com-
ments are based on years of watching area institu-
tions and chain stores switch to dealing with bro-
kers instead of directly buying from wholesalers
on the market.

Ethnic Customers
The area’s diverse ethnic clientele affects the

offerings of many firms on both markets.
“Big things with Hispanics are guava, banana

leaves, sugar cane, tecote, malanga blanca and
manzano peppers,” Coosemans’ Murphy notes.
“It’s just a matter of finding the niche.” He men-
tions dragon fruit as an example. “Once the fruit
comes in, we’ll sell it.” Coosemans’ product line
also features mushrooms, salads, spring mixes and
10 to 12 varieties of chiles including jalapeños,
serranos, poblanos, Anaheims, Hungarians and
Thai peppers. The company does a little pepper
repacking if necessary. “Service dedication makes
the difference when buyers do business with us.
We have happy customers and we can say that
customer satisfaction is high,” he explains.

Serving San Francisco’s diverse ethnic markets
is part of the daily routine at JMB. “The Asian seg-
ment is strong but not as strong as it once was.
Koreans never did materialize here, but we have
seen the Vietnamese community grow. The Mexi-
can trade is very large for us,” Rolandelli explains.

“San Francisco has always been the epicenter
of culinary innovation,” claims Bay Area Herbs’s
Hurwitz. “San Francisco continues to innovate by
incorporating Asian and Latin ingredients. We
have legendary boutique farmers working with
chefs and seeking items from all over the world.
New items such as new seeds, new varieties from
Europe to provide produce to meet demands and
trends occurring in the San Francisco area.” The
trends then spread throughout the United States.

Small independent retailers are the primary

customers at Franzella Produce, Inc., South San
Francisco Market; 50 percent of the product sold
is for the Latino market segment, according to
Philip Franzella, president. The Asian segment
buys about 20 percent and  the remaining 30 per-
cent is sold to buyers not identified by ethnicity. 

Banana leaves lure Latin restaurant buyers to
VegiWorks Inc., San Francisco Wholesale Produce
Market, and a wide selection of tropical fruits and
specialties keeps them returning for more. The
company offers delivery and sells to food jobbers,
small mom-and-pop stores, restaurants, hotels,
retailers and caterers. VegiWorks also offers a line
of cooking oils, products used by sushi restaurants
and frozen purées used by juice companies. It
even repacks some herbs used in Vietnamese
cooking. “Being on the market makes a big differ-
ence for our business. It’s very important to have
that exposure to drive-in and walk-in customers,”
says Calvin Leong, vice president.

The customer base at O. Lippi & Co., San
Francisco Wholesale Produce Market, is heavily
Asian, according to president Dennis Martin, and
the big demand recently has been for oranges not
exposed to the California freezes. “We sell a lot of
oranges, especially for Chinese New Year.” Lippi
had a decent supply of California navels because
of a supply picked before the freezes.

Buying by the pallet can win points for buyers
purchasing from T. M. Summit, Inc., South San
Francisco Market, “We sell to the Asian and His-
panic trade. They want good stuff at value prices
and they buy our products by the pallet,” says
president Tony Melkonian. 

Lee says the Demartini customer base includes
Asian, Hispanic and Arabic businesses. The whole-
saler also has government export contracts, which
involve shipping packaged salads, carrots and tofu
to military operations in Japan, Korea and the Mar-
shall Islands. Lee implied various military base
closings will likely effect produce wholesalers ser-
vicing government accounts.

“What sets us apart today is that we are
woman-owned. We are the works behind the
works,” claims Lee who is especially proud of her
daughter Amy Richardson, who has worked the
market since the seventh grade. Acknowledging
the tough hours of the business, Lee appreciates
all the efforts her daughter and others have dedi-
cated to keeping the company going. “Amy is per-
sonable and respected and she has developed a
sound network. Her integrity is long established.” 

Service Sells
Wholesalers know that to maintain their busi-

nesses, they must offer a myriad of services.

Leo Rolandelli
Jacobs, Malcolm & Burtt 

International, Inc.

Earl Henrick
Earl’s Organic Produce

Annette Lee and Amy Richardson
John DeMartini and Co., Inc.

Bill Martin
O. Lippi

S A N  F R A N C I S C O  M A R K E T  P R O F I L E

Building Successful 
Relationships for 30 Years!

Apples, Cherries, Grapes, Onions,

Potatoes, Berries, Chilean &

Southern Fruits & Vegetables

Craig Campbell, Rodney D’Acquisto,
Mike Saia, Mark Moyer, Mark Costa,

Gus Navarro,  David Moen, Gary Corrigan,
Jason Fonfara, Mike Bagala, 

Gina Parodi-Nelson & Kent Prentice

415-864-8588
fax 415-864-0380

San Francisco, CA
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Jack Pizza
Washington Vegetable Company

Calvin Leong
VegiWorks, Inc.

Bill Wilkinson
Greenleaf

Peter Carcione
Carcione’s Fresh Produce Co., Inc.

CARCIONE’S
FRESH PRODUCE INC.

Eat Fresh and Stay Healthy!

Remember 
Flavor is Nutrition!

A PROUD SUPPORTER OF

AND

650-583-8989
Fax: 650-583-5985
131 Terminal Ct. P.O. Box 2281
South San Francisco, CA 94083
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Home of “Striker” “Lucky Strike” 
& “San Fan See” Label Vegetables

Shipping in season from California and Arizona

LUCKY STRIKE FARMS INC.
650-877-8333 • Fax: 650-877-0727

Gilbert (Gib) Papazian (Cell) 650-245-5413
Tom Cook (Cell) 408-921-6910
Mike Hopkins (Cell) 650-245-5419

“Class of the Industry Since 1954”
2500M XXXX AA

Brian Blanton (Cell) 650-245-5416
Dudley Brinan (Cell) 650-245-5418
Gregg Mufson (Cell) 650-255-7815

When selling to the buyers who walk the mar-
ket, Martin offers this advice: “You’ve got to be
ready — they don’t give you a chance if you’re not
prepared. They want to hurry up and load and get
back. Be ready with product and prices.” O. Lippi
sells to independent chains, mom-and-pop stores,
restaurants and jobbers.

Delivering produce seven days a week and
operating 24 hours a day is only a hint of the
near-concierge level service GreenLeaf, San Fran-
cisco Wholesale Produce Market, provides to cus-
tomers, says owner and president Bill Wilkinson.
Procuring and distributing a wide range of organic
and conventional produce items such as hothouse-
grown rhubarb, red Belgian endive, Okinawa
sweet potatoes and dried wild fennel pollen are
other ways the 31-year-old company maintains its
service reputation. More than 1,000 items are
available at any one time and throughout the year
there may be as many as 6,000 items. 

In addition to fresh produce, GreenLeaf distrib-

utes an impressive array of add-on products such
as premium olive oils, vinegars, vanilla extract from
Madagascar, a line of canned tomatoes from
Escalon premier brands, and E. Guittard couver-
ture chocolate from the oldest family owned and
operated chocolate company in America.

GreenLeaf sells $1 million worth of produce
every week. Its retail customer base includes Fall-
etti Foods, Andronico’s Canyon Market, Blue Fog
(location 8) and Buy Rite. The company also sells
to high-end Bay Area restaurants, hotels and
caterers. To reach chefs and other produce buyers
not able to walk the wholesale market, the compa-
ny publishes a weekly, online newsletter filled
with product availability information, market
updates and amusing trivia or intriguing history
about particular items.

The GreenLeaf facility is HACCP approved,
has a comprehensive food safety program and is
AIB certified. Pre-cut and special cut services are
available. The transportation fleet includes 24

vehicles, and courier
service can be
arranged for last-
minute emergency
orders.

The business at
Franzella includes
selling produce that
goes to restaurants.
“Wholesalers buy
from us then sell to

restaurants. They bring their own vehicles, buy by
the pallet or by the package, and 30 percent of the
trade is cash business,” explains Franzella.

Retail buyers are looking for certain staples
and deals, and independents are looking for deals
and not expecting or requiring the items to look
perfect, claims Franzella. “We have basics and sta-
ples showing good quality and good price but we
also have overstocked products that are fresh but
may not have perfect appearance.”

Corporate parties can be the basis for large
accounts for San Francisco Bay Area caterers.
With this in mind VegiWorks has tapped into the
catering market with great success. Servicing cater-
ers and accommodating all types of requests for
non-traditional items has been educational and
profitable. “We’ve learned a lot by trying to find
things for them. We check farmers markets and go
through many sources while searching. The
process helps us and we broaden our offerings,”
explains Leong.

Tony Melkonian
T.M. Summit, Inc.
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Golden Gate Produce Terminal

P.O. Box 2285 – Stalls #46-49, 55-56, 59-60

South San Francisco, CA 94083

WHOLESALE: 650-588-0760
FAX: 650-588-8730

Philip Franzella • Joe Sperandeo

David Wheeler • Joseph Franzella

Everado Alvarez • Able Alvarez

BANANA HOUSE:
800-227-8199 CA WATS

FAX: 650-588-8730
Joe Sigona • Jorge Navarro

Felipe Rios

DISTRIBUTING: 650-742-7910
FAX: 650-742-7916

Ed Rebarchik • Jim Varellas

David Franzella

JACOBS, MALCOLM 
& BURTT, INC.

Your Source for Asparagus
Year Round and a Full Line of
Quality Fruits and Vegetables

SAN FRANCISCO, CA
Chris Brazeel, Brian Bost

& Leo Rolandelli

415-285-0400
FAX: 415-824-4844

STOCKTON, CA
Eric Steiger & Bill Annand

209-367-0990
FAX: 209-367-4116
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A former practicing attorney, Jack Pizza of
Washington Vegetable Company, San Francisco
Wholesale Produce Market, has a different take on
the produce business. “I find it real. You know
whether you had a good day. Compared to being
a lawyer, that feeling is the ultimate freedom.”

Washington sells a full line of vegetables
including Mexican tomatoes, peppers and cucum-
bers to wholesalers, high-end retailers, jobbers,
ethnic markets and mom-and-pop restaurants.
Pizza reminisces about the growth of produce
sales: “Twenty years ago we sold 50 boxes and
now we sell 500 boxes per week.” The company
celebrated its 75th anniversary in 2006.

Seven years ago Washington recognized it
needed an export department. Managed by Tony
Leutza, it ships vegetables and fruit to countries
and regions south of Guam including Palau, Tahiti
and American Samoa. Temperature-controlled
containers are loaded in nearby Oakland and are
usually on the water for 10 to 21 days.

Summit’s Melkonian believes the best way to
support his customers is by providing the best for
less. “It’s all about pricing. Ads don’t work any-
more,” he explains. “People are really going for
better quality. It’s the whole San Francisco thing —
being a notch above.” He sees Summit’s value to
its customers as buying the best product and not
spending time, money and effort sprucing up
lower quality items.

Melkonian has a major gripe with current con-
sumer buying behavior. “I think there’s too much
packaging going on. I’d like to see people go back
to buying their own lettuce and tomatoes and go
back to making their own salads.”

Stringless sugar snap peas are the best thing
that ever happened in the produce industry
according to Peter Carcione, president of Car-
cione’s Fresh Produce Co., Inc., South San Francis-
co Market. A long-time health promoter, he also
sells — and is passionate about — dried Goji
berries from Dole because they contain high levels
of antioxidants. 

Carcione recalls, “The 1970s were rough times
to do business. You could lose a deal for 10¢.” He
credits competition as a main reason the produce
industry in general is doing well today. “The little
guy is doing well and that’s a good sign to me.”

When customers walk the market. Carcione
encourages tasting, seeing, cutting and eating. He
wants customers to experience the products with
all of their senses, but maintains that ultimately,
“Taste is the key. It’s all about taste.” His customers
are visually bombarded with a huge, orderly dis-
play of produce items including avocados, fresh

garbanzo beans, citrus, beets, peppers, tomatoes
and greens.

An upcoming relocation to new offices in
Burlingame will take Lucky Strike Farms off the
South San Francisco Market at the end of May. A
need for more space to accommodate expansion
and technology spurred the vegetable shipper/
consolidator and marketing firm to make the
move. “The future of the business is small- and
medium-size chains and the foodservice business,”
proclaims company president Gib Papazian II. He
views big lumbering chain stores as dinosaurs that
cannot react quickly to make the best buying deci-
sions. “There is not much room for creativity and
growth,” he adds. 

Organic Offerings
Earl Herrick, president of Earl’s Organic Pro-

duce, San Francisco Wholesale Produce Market,
has this philosophy for doing business — “You’re
only as good as your last delivery.” He started Sat-
urday deliveries a few months ago in an effort to
relieve the pressures of shipping and receiving on
the same day. Saturday deliveries created a new
profile. “Filling shorts for Safeway, Albertson’s and
Raley’s can be good business,” he exclaims.

In addition to selling organic items to a few
restaurants, the company also sells to independent
retailers and small chains including Andronico’s,
Draeger’s, Mollie Stone’s and Rainbow Markets.
Earl’s claims to be the only company on the San
Francisco Wholesale Produce Market selling 100
percent organic products. 

Partnering with organic growers in various
regions provides Earl’s with a wide-ranging sourc-
ing system. The fruit list includes apples, heirloom
apples, berries, melons, citrus, dried fruit and nuts,
grapes, stone fruit and tropical fruit are just a few
items available on the fruit list. The extensive veg-
etable list includes artichokes, beans, lettuces,
mushrooms, peas, peppers and squash.

Herrick has concerns that the organics popu-
larity surge might result in not enough supply to
meet demand and recognizes the possibility that
organics could become watered down and grow-
ing requirements might be lessened.

Pacific Organic is currently in the process of
adding its Purity brand to its name. CEO and pres-
ident Greg Holzman explains, “The timing is right
for our positional change. We’ve been building this
foundation for several years now.” 

Located in San Francisco but not on a whole-
sale market, 14-year-old Pacific Organic Produce
claims to be the largest tree fruit marketer in
America. Representing organic tree fruit growers,
the company serves as an agent and maximizes
bin return for the growers. 

Three years ago, the company created a juice
division and introduced Purity.organic juices to the
retail market. Negotiating placement for organic
juice in the produce department was a difficult
undertaking. “I think there’s a place for us in the
market. We’ve been building the right network of
people to express the brand,” Holzman reveals. He
says the produce side of the business is 30 times
larger than the juice side, but the juice division is
growing. pb

Steve Hurwitz
Bay Area Herbs & Specialties

Gib Papazian
Lucky Strike Farms
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supplemented with a predictive Blue Book Score, gave me 

the financial rating and pay-trend information I needed to increase the

line of credit for a rapidly growing account in

New York. I immediately alerted the sales

team of the news. They increased sales

and doubled the loads of asparagus we

ship a week. Everyone is ecstatic! Now,

that’s what I call a profitable day. 

Blue Book Services provides the most

up-to-date credit rating and marketing

information you need to make profitable

business decisions. Learn more about

how Blue Book Services tools can help

you confidently manage credit risks.

Call us at 630.668.3500 

or visit www.bluebookprco.com.

Reader Service # 22

http://www.bluebookprco.com


S A N  F R A N C I S C O  R E T A I L  P R O F I L E

P R O D U C E  B U S I N E S S   •   M A R C H  2 0 0 7156

S
an Francisco is a city with
history, and Falletti Foods is
a grocery story with San

Francisco history. In the late
1920s, teenage brothers Jim and
Lou Falletti began working at
Rossi’s Market on Columbus
Avenue. Those jobs launched
their careers and established the
Falletti family in the grocery
business.

The brothers were involved
in the grocery and food business
in the 1940s. In 1956, they and
their partners, the Baldocchi
family, ran grocery and produce
concessions in Frank Petrini’s
Plaza Foods at Fulton and Masonic.
In 1961 the two families opened
Sunset Super on Irving Street and
25th Avenue. The store closed in
1997 when the lease was lost. In
1999 Falletti Foods was forced to
close after the death of Frank Petrini
and the sale of Plaza Foods to Albert-
son’s. Today, Tick Falletti, Jim’s son, is
president of the company. His sons,
Jamie and Dominic, are vice presi-
dents of Falletti Foods.

With that history in mind, it is
easy to see why the December 2006
grand opening of Falletti Foods on Broderick
Street was greeted with such enthusiasm. The
7,000-square-foot market serving residents in the
Haight district features locally grown produce, a
full-service meat and poultry department, seafood
and cheese departments, extensive wine selections
and gourmet and everyday grocery items.

Proud of the expanding organic produce sec-
tion and the quality of products offered in other
departments, general manager and wine buyer
Alan Miloslavich says, “We really believe in selling
food that we would want to buy.” He believes the
store has a responsibility to the local residents to
offer food and items for their lifestyles. His stead-
fast refusal to be a high-end store selling only
trendy and pricey items is loyal to the original
commitment of the founding Falletti brothers.

At the end of October 2006, Falletti Foods
opened softly and experienced the learning curve
through the Thanksgiving holiday season. Produce
buyer Larry Lee says customers were very helpful,
offering feedback and suggestions. The 1,000-
square-foot produce department features a clean,
well-labeled organic island, reflecting the strong
demand for organic and locally grown produce.

The department cur-
rently offers around 20
percent organic and 80
percent conventional
produce. Organic items
include bananas, apples,
citrus, squash, potatoes,
celery, cabbage, mush-
rooms, artichokes, beets
and carrots. Customers
let Lee know that they
appreciate the fully-
stocked organic island.

Produce is pur-
chased locally from the San Francisco wholesale
produce markets. Selection varies by season, but
the department carries approximately 500 pro-
duce items. Lee says since the store is new, the
biggest challenge was getting through the holidays.
“Business took off a lot faster than we expected.”
He says it has been a humbling and rewarding
experience. pb

Falletti Foods
The Legacy Continues

By E. Shaunn Alderman

Falletti Foods

308 Broderick Street (at Fell Street)

San Francisco, CA

415-626-4400

Open daily

7:00 AM — 9:00 PM

WHOLESALE PRODUCE

First in Quality and Service

F O O D S E R V I C E

DAVID, GARY, CARLO

AND PAUL CAMARDA

Toll Free 800.498.3830
415.920.0650

Fax 415.920.0655

1946 JERROLD AVENUE

SAN FRANCISCO, CA 94124
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Now Located on the 
San Francisco Regional 

Produce Market

Farm Fresh Fruits & Vegetables
Natural • Organic • Exotic

WE ARE A WHOLESALE PRODUCE COMPANY

THAT SPECIALIZES IN SERVICING RESTAURANTS,

HOTELS, STORES, AND CATERERS THROUGHOUT

THE SAN FRANCISCO BAY AREA.

Paulo Ho, 
Long Chang & Shing Ho

888-FOR-VEGI (888.367.8344)
415.643.8686

fax 415.643.5640
Email: sales@vegiworks.com

www.vegiworks.com

1910 Jerrold
San Francisco, CA 94124-1603
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“Bulking” Up Nut Sales
When treated properly, bulk bins sell freshness and convenience to consumers.

B Y  T R I S H A  J .  W O O L D R I D G E

Since many consumers prefer to buy bulk nuts, retailers find
ways to overcome the shrink issues they present.

W
ith more and more con-
sumers realizing nuts are
a healthful choice for
snacks, meal accents and
baking, nut sales contin-

ue to grow every year. Bulk displays of nuts
present consumers with the option to buy
only what they need while creating a per-
ception of freshness.

However, nut trends are leaning increas-
ingly toward packaging and bulk bins
require a little more effort than prepackaged
nuts to maintain. Does that mean an end to
the bulk option? Not nec-
essarily. Many stores are
doing very well with bulk
sales, and many nut pro-
ducers have easy-to-
implement suggestions
not only for making the
most out of the bulk
option but also for boost-
ing sales for nuts in the
produce section.

Matt Kelly, bulk spe-
cialist for a San Francis-
co, CA, outlet of Whole
Foods Market — the com-
pany is based in Austin,
TX — says bulk nuts sell
well in his store. “Our
bins get emptied out two
times daily,” he explains. “Each bin holds 15
to 20 pounds.”

“Displaying nuts in bulk form offers self-
selection,” explains Vicki Zeigler, public
relations manager for Diamond Foods, Inc.
in Stockton, CA. “Consumers can customize
the ideal amount and/or variety of nuts to
select.”

According to Donna Gavello, communica-
tions manager for the California Pistachio
Commission (CPC) in Fresno, CA, “One of
the opportunities of bulk offerings is that the
consumer thinks ‘farm fresh,’ and ‘healthier.’”

Betsy Owens,
executive director
of Virginia Carolina
Peanut Promotions
in Nashville, NC,
mentions another
advantage of bulk
nuts. “People tend
to be more gener-
ous if they serve
themselves rather

than buy packages. People with time like to
buy nuts in bulk.”

Bulk nuts are also very popular for major
sporting events, especially during baseball
season, March Madness or around the Super
Bowl, according to Terry Williams, president
of T. Williams Marketing Group and national
sales manager for E.J. Cox/Sachs peanuts,
Clarkton, NC. “People want to pour out large
servings so they will either buy bulk or large
packages.”

“We have found that bulk retail sales
average about 30 percent of our sales with

packaged nut sales making up the balance
at 70 percent,” notes Dominic Engels, vice
president of marketing for Paramount
Farms in Los Angeles, CA. “While the mar-
ket appeal for bulk nuts may be limited at
this time, we believe that selling nuts in
bulk enhances the retail presentation by
presenting a more complete offering, as
well as choice, to the consumer. It’s a great
incremental placement to enhance depart-
ment sales of nuts.”

DEMOGRAPHICS ,
SHR INK  AND GRAZ ING

Several factors can affect bulk nut sales.
As with many produce items, customer
demographics play a major role. 

James A. Sobotka, a produce manager for
Woodburn Shop ’N Kart, Woodburn, OR,
compares two stores he has worked in. One
store served an ethnic population that did
not eat a lot of nuts. Customers were also
prone to “grazing” — just eating the nuts out
of bins — and dumping litter in the bins.
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Another store he worked was higher end
and bulk nuts sold well because the demo-
graphic suited the market.

Diamond’s Zeigler elaborates, “Much
depends on the specific market. Some
regions of the country remain bulk oriented
while others are package oriented.”

Shrink is another problem. It has several
causes: customer grazing, spoilage and cont-
amination. Store personnel can greatly
reduce the impact of these problems.

Where grazing is concerned, there are a
few things to consider. Owens of Virginia
Carolina Peanut Promotions believes grazing
may not be such a bad thing. “A lot of times,
if customers taste the product, they will buy
it,” she explains.

If a store does see grazing as an ongoing
problem, Kelly of Whole Foods suggests post-
ing an associate near the bins. “Keep a pres-
ence in the [bulk] department. Have a team
member there just cleaning up or some-

thing. People who graze know they are not
supposed to, so if someone is there, they
aren’t as likely to do it.”

Associates can also help prevent shrink
due to spoilage. Turning or rotating the
product is a simple and straightforward way
to maintain freshness and make sure the
product is not in bulk bins long enough to
spoil. This is particularly important for nuts
like pistachios and peanuts, which tend to
absorb moisture. If not turned or rotated,
the nuts can get soggy, according to the
CPC’s Gavello. 

Owens adds that peanuts are also very
porous, so they may pick up scents from
nearby items, such as onions or melons,
which can be a problem.

The type of display bin used can play a
role in keeping out moisture and extending.
Open barrels, for example, should be cov-
ered after hours or the product should be
moved to an airtight container. If there are
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Merchandising Ideas 
To Boost Sales

C ross-merchandising is always a
great way to attract more cus-
tomers. Vicki Zeigler, public rela-

tions manager for Diamond Foods, Inc. in
Stockton, CA, recommends cross-mer-
chandising with other items in produce
for “healthful, convenient meal solutions,
such as bagged salad and walnuts.”

“Cross-promote pistachios with dried
fruit, beer and soda for the Super Bowl,
sporting events, and holidays,” advises
Donna Gavello, communications manager
for the California Pistachio Commission
(CPC) in Fresno, CA,

Terry Williams, president of T. Williams
Marketing Group and national sales man-
ager for E.J. Cox/Sachs peanuts, Clarkton,
NC, also suggests cross-merchandising
and cites a new Sachs product, Tabasco-
infused peanuts that combine healthful
eating with the still growing spicy foods
trend. 

Matt Kelly, bulk specialist for a San
Francisco, CA, outlet of Austin, TX-based
Whole Foods Market, places signs with
packaged nuts to advertise that the prod-
uct is also available in bulk.

On her Web site, Betsy Owens, execu-
tive director of Virginia Carolina Peanut
Promotions in Nashville, NC, gives a num-
ber of simple and excellent display ideas.
“Multi-displays of in-shell peanuts scat-
tered throughout the store offer opportu-

nity for cross-merchandising and constant
reminders to buy. Themed in-shell peanut
displays offer a break from the usual and
grab shoppers’ attention.” Themes include
a “truckload sale” or a “wagonload sale,”
with either a pickup truck or an antique
wagon parked in the produce department
and filled with peanuts. 

Signage and visibility also make a
major difference in product movement.
Since nuts are mainly an impulse buy,
customers have to able to see them. “The
lower they are, the slower they sell,” Kelly
observes. “The more they are at eye level,
the more they will sell.”

“Use bright, point-of-sale signage to
draw attention,” Williams advises, adding,
“Be original.”

Basing signage on the health benefits
of nuts also increases sales. “Consumers
are more and more health conscious,”
Gavello points out. “Signage and
brochures should offer information and
recipe ideas.” CPC has a number of free
brochures, such as Heart Healthy Pista-
chios, that retailers can order.

While current trends are starting to
favor packages over bulk, overall sales in
the entire nut category continue to
increase. Providing nuts in bulk gives more
freedom to consumers and, if handled and
marketed properly, can still provide a prof-
it for produce departments. pb

lids on the bins, they should be kept tightly
closed whenever possible.

Bin type can also reduce shrink caused
by contamination. Open barrels are more
likely to be contaminated by litter or foreign
objects dropped by customers. Based on the

object, this may affect only a handful of
product or it could ruin the whole stock in
that bin. Conversely, bins with lids are less
likely to be contaminated — especially if
there is an associate nearby. According to
Shop ‘N’ Kart’s Sobotka, “The best situation
is bins that fill from the top with a chute.
They are more conspicuous, and you push a
lever to dispense the nuts.” 

“Display pieces that make it easier for
the consumer to measure out quantities
seem to work well,” Zeigler offers. “Clearly
marked and segregated displays with easy-
to-read pricing are essential.”

The type of bin used for bulk displays
can not only help prevent shrink but can
also increase sales. Plastic or Plexiglas bins,
for example, allow customers to see the
product, making make it more desirable.
Kelly advises, “You need to keep the bins
clean and presentable because residual oils
dirty up the bins.” 

Sobotka adds that a clean environment
for bulk nuts makes a big difference in cus-
tomer perception of freshness. “Cleanliness
is important,” stresses Sobotka. “Windex the
outside and rotate the nuts. Have an extra
bin just for the rotation.”

Paramount Farms has developed its own
“patented Sunkist Pistachios Freshness Bin,
a half pallet prepackaged display,” Engels
says. “The Freshness Bin features eye-catch-
ing visual images to attract attention on the
store floor. Bulk nuts are displayed under a
clear plastic lid, which protects stability and
freshness, while also allowing the customer
to see and easily access the product.” pb

“Cleanliness is

important. Windex

the outside and

rotate the nuts. Have

an extra bin just for

the rotation.” 

— James A. Sobotka
Woodburn Shop ‘N Kart
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Effective Mother’s Day 
Floral Promotions 
With more and more consumers turning to supermarket floral departments, 
merchandising to specific holidays becomes even more important.

B Y  H E A T H E R  C R O W

Supermarkets now account for half of all floral transactions.

M
other’s Day, which this year
falls on May 13, is one of the
most important holidays for
floral retailers. According to
the Society of American

Florists (SAF), Alexandria, VA, Mother’s Day
accounts for over 20 percent of holiday flo-
ral purchases, ranking behind only Christ-
mas in dollar volume.

The supermarket floral department has
become the quiet giant in the floral indus-
try. The Wholesale Florist and Wholesale
Florist Supplier Association (WF&FSA),
based in Annapolis,
MD, reports that
supermarkets now
account for half of all
floral transactions.

Because supermar-
ket floral retailers have
such an impact, holi-
days such as Mother’s
Day are especially
important to sales. By
utilizing creative and
eye-catching displays
and promotions, retail-
ers can take advantage
of the consumer trend
to purchase flowers in
the supermarket and
maximize sales during
these peak times.

“When you are sell-
ing flowers, you are
selling emotion,” says Tom Lavagetto, presi-
dent of the Floral Consulting Group in
Spokane, WA. “This holiday is not just for
mothers but for anyone who fits the ‘moth-
ering’ category — mothers, grandmothers,
wives, sisters — it opens up a broader scope

of customer base.”
He recommends
retail teams “sit
down and discuss
all who fit the cat-
egory and figure
out how to
address these
groups of people.”
He also suggests
specific signage or
special vignettes
to fit different
“mothering” cate-
gories.

An important aspect of Mother’s Day
promotions and ads is timing. Kathryn
Miele, director of marketing for the Califor-
nia Cut Flower Commission (CCFC), Capito-
la, CA, recommends “beginning promotions
early so people have the holiday in mind.”

Many supermarket florists have gone
into the business full force, becoming mem-
bers of wire services such as FTD and Tele-
flora. This is an added area for promotion,
since many consumers may not think to
place delivery and/or out-of-state floral
orders while grocery shopping. 

Julie Anderson, owner of Julie Anderson
Consulting, Albuquerque, NM, advises, “Two
weeks before the holiday, set up an area to
send floral items via whichever service your
chain uses. Get signs up letting people know
that it’s Mother’s Day and they need to place
an order.”

When it comes to price points, there are
two key recommendations. First, Anderson
explains, “The price points should range
from low end for children to higher priced
for adult purchases.” These price points can
include fresh-cut cash-and-carry, giftware
and potted flowers. 
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background and foreground covered with a
material of the same color as well.”

Anderson Consulting’s Anderson has a
few helpful pointers when using color-block
merchandising. “If you are going to display
by color, you will need a display for each
color, and no more than three color areas.
Display all the product of the same color —
cuts, bouquets, arrangements, potted, bal-
loons, etc. — and create signs that match the
color of the display, even if it means the
cuts are out of the cooler.”

For more display ideas using color block-
ing, CCFC offers a brochure titled American
Floral Trends Forecast 2006-2007 that can be
downloaded from its Web site. It is possible
for retailers to order multiple copies of this
brochure, which showcases some of the
most popular color trends, textures and dis-
play techniques.

REMEMBER  THE  BAS ICS
Along with all the new trends and prod-

ucts constantly being introduced, there are a
few basics for floral merchandising that
should not be forgotten.

Visual pointers: Miele reminds retailers
to “have prices displayed prominently so
people do not have to search for them, and

it is important to keep displays full.”
Cross-Merchandise: During gift-giving

holidays, she suggests, “Cross-merchandise
floral items with wine and cards.” 

Quality: Kent points out the importance
of “ordering a quality product from a rep-
utable vendor.”

Style: Miele advises to “think about the
style mothers like.” Although people like a
wide variety of items, style is an important
consideration. According to SAF, women
make 64 percent of all Mother’s Day floral
purchases.

Location: Florists know placement of
fresh-cut flowers in relation to produce is
critical since many ripening fruits emit eth-
ylene gas to which many flowers are sensi-
tive. However, certain live plants can also
suffer. McLellan’s Leth underscores this
point by saying, “Don’t put potted orchids in
the refrigerator or near the bananas!”

With supermarket floral retailers
accounting for over half of the $19.4 billion
worth of floral sales in 2005, it is easy to see
why floral departments in supermarkets
take holiday floral promotions seriously.
Taking note of creative and eye-catching dis-
plays and promoting early are effective
ways to increase sales overall. pb
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Mother’s Day Is For Gift Giving

M other’s Day is not just about cut
flowers. Although fresh-cut will
always play a major role in spe-

cial holidays such as this, “Mother’s Day
is really a gift time. So planning the holi-
day around floral gifts not only appeals
to the customer but also adds profit,”
says Julie Anderson, Julie Anderson Con-
sulting, Albuquerque, NM. This includes
such items as “dish gardens, decorated
and bowed blooming plants, potted
plants in decorative containers and a
widely priced range of arrangements.” 

Tom Lavagetto, president, Floral Con-
sulting Group, Spokane, WA, points out,
“Cards have their place, but they are not
as tangible as a living floral product,
whether a flower or a potted plant. What
the retailer is offering is significant —
and has meaning.”

The Society of American Florists
(SAF), Alexandria, VA, reports that plants
— garden, flowering, and green —
account for over 55 percent of Mother’s
Day sales. While traditional favorites
such as cut flowers, potted azaleas and
mums will always be popular due to

their explosion of color, they are also rel-
atively short-lived gifts. Consequently,
some consumers will look to other floral
items for longer-lasting impact.

Dawn Leth, marketing manager,
McLellan Botanicals, based in Wat-
sonville, CA, points out, “If you compare
the shelf life of an orchid to the vase life
of a cut-flower bouquet, orchids are a
stellar bargain and can last up to three
months.” Bromeliads, green plants, and
other long-lasting blooming plants also
fit this category.

When ordering and merchandising
potted plants, up-selling with decorative
containers can be a benefit to sales, par-
ticularly when they are being sold as
gifts. For example, notes Michael Kent,
co-owner, Kent’s Bromeliad Nursery Inc.,
Vista, CA, “We used to sell our plants in
grower pots. Now everything is clay pots
or decorative upgrades.” 

With the incredible diversity of deco-
rative containers and pot covers and the
wide range of interesting plant varieties
available, it should be simple to find
something to please every consumer. pb

Miele agrees, telling retailers, “Keep a
range in mind when setting up displays.”

Floral departments should not neglect to
include higher-end merchandise and plants,
because there is consumer demand for
these products. Michael Kent, co-owner of
Kent’s Bromeliad Nursery Inc., Vista, CA,
says, “Price is not as much an issue. Con-
sumers appreciate quality, and price is not
the determining factor. People have certain
expectations. Don’t worry about price —
you’ll sell it.”

MERCHANDIS ING
WITH  COLOR

When it comes to getting the consumer’s
attention, Kent says, “Knock the consumers
dead — stop them in their tracks.” He is a
fan of the color-blocking trend.

CCFC’s Miele also favors color blocking.
She says cut flowers “sell better grouped
according to color, rather than by variety.”

When ordering plants such as bromeli-
ads, which are available in a wide range of
colors, Kent advises, “Rather than ordering
several colors, order all of the same color,
whether it is red, pink, yellow, etc., and put
them in groups in brightly colored pots for
major impact.”

Dawn Leth, marketing manager for
McLellan Botanicals, headquartered in Wat-
sonville, CA, agrees, especially for items
such as orchids. “Orchids can have thin
blooms, bloom spikes or foliage, which don’t
show much color and therefore have diffi-
culty catching the consumer’s eye. This is
why I always recommend color blocking to
merchandise orchids. Try to get a group of
white, pink, green [or any color] orchids and
put them together in one section with vary-
ing heights. If possible, it helps to have the

“Consumers

appreciate quality,

and price is not the

determining factor.

People have certain

expectations. Don’t

worry about price —

you’ll sell it.”

— Michael Kent
Kent’s Bromeliad 

Nursery Inc.
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Learning From 
Proctor & Gamble

T
he similarities between household cleaning products
giant Proctor and Gamble and the fresh fruit and veg-
etable industry at best appear to be a monumental
stretch — if you look just at the nature of the products
involved. In the year ended June 2005, P&G fabric and

home-care brands generated over $13 billion in sales with $2.19 bil-
lion of net earnings, accounting for approximately a quarter of the
company’s total business. Compare that with the volume for the
entire produce industry.

However, when you reduce the elements to methods of doing
business, perhaps there are a few lessons applicable for stimulating
activity within the produce distribution system.

According to a late January article in the Wall Street Journal, con-
sumer brands have been struggling over recent
years to find significant household growth.
Realizing that cleaning is a necessary function
in every building outside of the home, P&G has
been focusing on looking for growth in these
other areas — though not just by providing new
products and sending sales people on their way
to peddle the merchandise.

Taking a page from going into the home to
analyze cleaning processes, researchers have
headed into all types of businesses from hotels
to fast-food restaurants to office buildings with
multiple objectives. These include not only
finding out what products are being used for
and having products reformulated to do a supe-
rior job, but also how one item’s ingredients
can be expanded to produce the results former-
ly requiring two or more separate items.

This analysis can help achieve multiple
direct benefits. For example, in some hotels it enabled washing
cycles to be shortened with an added benefit of increasing the life
of towels and sheets.

Researchers pay close attention to the entire cleaning process,
looking for ways to make the housekeeping function more efficient.
In one instance, their three-in-one professional cleaner suggestion
enabled workers to eliminate switching bottles when cleaning fix-
tures made from different materials and also to reduce cleaning
supply inventory. 

Developing products to do cleaning more effectively and effi-
ciently isn’t the only way P&G researchers think of their job
description. In the case of one fast-food chain, they recognized high
employee turnover resulted in the need to continually train
employees about cleaning techniques. The Professional Cleanings
Product Group actually worked the late-night shift drive-through
window while cleaning the kitchen and dining room between
orders. This enabled them to learn that using the proper equipment

with the right product and proper procedure was mandatory to
obtaining the desired result. They even developed a cleaning bottle
nozzle that would deliver the desired amount to a table in one
squeeze, thereby limiting supply waste and increasing efficiency.

With that knowledge, they then customized a video and laminat-
ed guide for workers on how to clean every part of the restaurant in
addition to color coding cleaning supplies and equipment according
to product and task.

Is it any wonder P&G would put this much effort into a steadily
growing commercial market that has already reached well over the
$5 billion size?

So what does this have to do with produce? In recent years, part-
nerships between retailers and suppliers have been increasing. Per-

haps Wal-Mart has been the leader working
closely with producers to reduce supply costs.
But how many times have retailers welcomed
producers into their stores to obtain sugges-
tions that would spur merchandising or opera-
tional considerations creating efficiencies and
better consumer acceptance?

Likewise, how many times have producers
visited foodservice operators — both restaurant
and institutional — to better understand their
interests and needs? How many culinary teach-
ing schools have been contacted? And I don’t
mean just the elite schools developing chefs for
upper-class restaurants. There are many areas
throughout the country with technical schools
turning out the majority of restaurant cooks, as
well as all of the colleges and universities with
hospitality programs.

It is well recognized that the amount of
money available for produce promotional advertising barely makes
a dent when competing against the likes of P&G and other mam-
moth advertisers. 

The Produce for Better Health Foundation (PBH) has developed
a number of programs addressing produce opportunities for many
of the entities previously mentioned. But how much is being done
outside PBH in research paralleling that of P&G?

Now Wegmans has plans to build a multi-million dollar culinary
center and central kitchen. Certainly Dave Corsi, in charge of the
company’s produce program, may give the produce industry a
small leg up. However, if I were a supplier, I would be looking for
an opportunity to learn from and contribute to this new dimension
evolving in the supermarket business as consumers’ shopping
habits evolve.

Marketing research and development is not the same as it was a
half or a quarter century ago. It has also changed over the last
decade and will continue doing so. Look for the opportunities. pb

By Dave DiverRETAIL
PERSPECTIVE
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Those Health Inspectors!

T
hat German health inspector. It seems that the knowl-
edge of chemicals and residues of same is deep rooted
in some German families. Going from father to son. And
surfacing whenever needed to protect the consumers of
pears in the mighty fatherland. Especially when it

comes to the fantastic Anjou pears. Grown in and shipped from the
Northwest.

They wonder. Those health inspectors. How can you grow such
a fantastic pear and ship them to the other side of the globe and
ripening at the will of the consumer, without using any chemical? A
thrill went through the spine of the inspector.

Anjous — never, ever do we have a problem with this fantastic
pear variety. Long shelf life, slowly ripening, very tasty when eaten
at that moment. Now we have had seasons with
some quality problems. The 2005/2006 was
such a season. Too hot, too wet, too cold. That
is what one shipper told me when we had
arrival problems.

But chemicals and residues, never. Not that I
remember. But the German inspectors keep
finding them. And rejecting them for import
into Germany. Season after season. Big money
at stake. This time they struck against the
Anjous from one of the best shippers in the
Northwest. About US $250,000 of pears stopped.
The original destination was Holland. The
health inspectors there did not find anything
wrong. Nor did they find that frightening
residue. And it is unbelievable that the pears
would be inspected once more. But it seems
that the German inspectors do not have to fol-
low any regulations that Brussels stands for.
Cleared in one country should be sufficient for
all the other E.U. members. Not in Germany
and not with Anjous.

Now within 24 hours the wheels were in motion. The shipper
and the receiver contacted the USDA offices in Brussels. The Pear
Bureau. The Northwest Horticultural Council issued three pages
with names of chemicals used (or may be used). But in Germany
they found it. The inspector did. After checking with his father who
has a long training about 60 or so many years ago when the Ger-
mans were leading in the use of chemicals and residues.

At the moment of writing this article I am waiting for the
receiver to keep me informed. The receiver is known to be a fight-
er and will find a way to get those pears sold before the heavy
arrivals from the southern hemisphere will kill demand for the
“old crop Anjous.”

But let us agree. This should not happen. This is a scandal.
There should be a death penalty. They actually had one many

years ago.
Now the Northwest apple and pear business came to an end

and, looking back, was good but only to marginal. Even with the
month of January, the demand for Anjous and Red Delicious
stayed steady. Some money could be made with the pears but not
with the apples. The cost being US $19.00 C&F and you are com-
peting with yourself. Orders for apples came by the pallet. In
December we sold them by the truckload. What a difference! I
think my company was the only one importing them, in volume.
With the very strong support of my old friends in Idaho, Symms
Fruit Company. It is nice to see they are holding out against the
giants in Washington. 

With size you get arrogance. We do not really need your busi-
ness. We have the Middle East, Russia, etc., etc.
And they pay up front. You pay three weeks
from arrival. In the early part, a week or
maybe two weeks. But with bigger volumes,
your cash flow gets tight. Checking the com-
puter many times each day. But I made it
work. No complaints. Even my friend, Tom
Riggan, gave me compliments such as, “Your
prompt payments are also very much appreci-
ated.” Nice to hear. If he knew how fast my
customers pay me.

But then the countries in the southern
hemisphere start communicating. I thought
Anjous would stay strong until the middle or
end of February. But that did not happen.
Williams from South Africa and Argentina
started to arrive in big numbers. And the party
is over. If there ever was one.

And no nonsense deals. The deals with
those countries are seldom firm. Some kind of
a minimum to be guaranteed in advance. A

fair commission. Though a lot of money goes in freight and other
expenses. It is only during the summer and early fall that the com-
pany’s share capital is in the bank. The rest of the year is trying to
pay whatever needs to be paid in order to make the deal work.

Though in all honesty, I must say money is not all that impor-
tant when you have worked with the same shippers for decades.
There is trust and there is understanding. I do not get those late-at-
night calls asking for cash anymore. And they know my age and
that calling after nine is a crime. At night that is.

Though there are a few whose watch is always different from
mine. Even deducting or adding the difference in time. With that
famous question, “Did I wake you up?” Of course you did, you
dummy. You asked the same question last week.

But in Sweden the health inspectors do not interfere with my
sleep. In Germany, it is a different game. pb

EUROPEAN
MARKET
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By Robert Zwartkruis
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A Trading ............................................................................31 ....................72 ..........845-365-6921 ..............845-365-6925
Albert’s Organics ................................................................MOM56-57 ......55 ..........800-899-5944 ..............856-241-9676
American Ripener, LLC ......................................................132 ..................43 ..........800-338-2836 ..............704-527-6705
APEAM, Assoc. for Exportation of Mexican Avocados ......134-135 ..........69 ..........516-873-1877 ..............516-873-0781
Apio, Inc. ............................................................................MOM30-31 ......12 ..........800-454-1355 ..............805-343-6295
Maurice A. Auerbach, Inc...................................................MOM32-33 ......39 ..........888-AUERPAK ..............201-807-9596
Babe Farms, Inc. ................................................................146 ................108 ..........800-648-6772 ..............805-922-3950
Wayne E. Bailey Produce Co. ............................................27 ....................54 ..........800-845-6149 ..............910-654-4734
Blue Book Services ............................................................155 ..................22 ..........630-668-3500 ..............630-668-0303
Brooks Tropicals ................................................................MOM10-11 ......35 ..........800-327-4833 ..............305-246-5827
Brooks Tropicals ................................................................MOM58-59 ......15 ..........800-327-4833 ..............305-246-5827
California Avocado Commission ........................................MOM8-9 ............7 ..........800-344-4333 ..............949-341-1970
California Pear Advisory Board ..........................................MOM60-61 ......48 ..........916-441-0432 ..............916-446-1063
California Tree Fruit Agreement..........................................MOM74-75 ......32 ..........559-630-0260 ..............559-638-8842
Canadian Produce Marketing Association..........................27 ....................88 ..........613-226-4187 ..............613-226-2984
Capital City Fruit Co., Inc. ..................................................22 ....................64 ..........515-981-5111 ..............515-981-4564
Carcione’s Fresh Produce, Inc. ..........................................153 ..................25 ..........650-583-8989 ..............650-583-5985
CDS Distributing, Inc. ........................................................152 ..................28 ..........415-864-8588 ..............415-864-0380
CF Fresh ............................................................................150 ..................79 ..........360-855-0566 ..............360-855-2430
Chelan Fresh Marketing ....................................................168 ..................33 ..........509-682-3854 ..............509-682-5766
Ciruli Brothers ....................................................................MOM28-29 ......58 ..........520-281-9696 ..............520-281-1473
Ciruli Brothers ....................................................................MOM46-47 ......59 ..........520-281-9696 ..............520-281-1473
Coast To Coast Produce Co. ..............................................30 ....................98 ..........877-836-6295 ..............617-381-0067
Coastline Produce ..............................................................140 ..................92 ..........831-755-1430 ..............831-755-1429
Community Suffolk, Inc. ....................................................32 ....................61 ..........617-389-5200 ..............617-389-6680
Copexeu ............................................................................19 ....................74......54-11-4866-1135 ..........54-11-4866-1135
CrunchPak..........................................................................118 ................109 ..........509-782-2807 ..............509-782-0869
Cryovac Division (W.R. Grace & Co.- Conn.) ....................14-15 ..............78 ..........800-845-3456 ......................................
D’Arrigo Bros. Co. of New York..........................................29 ....................53 ..........800-223-8080 ..............718-960-0544
John DeMartini Co., Inc. ....................................................152 ..................24 ..........415-826-7122 ..............415-826-7120
DNE World Fruit Sales........................................................MOM24-25 ........3 ..........800-327-6676 ..............772-465-1181
Dole Fresh Fruit Company..................................................2 ......................20 ..........818-879-6600 ..............818-879-6628
Dole Fresh Fruit Company..................................................MOM12-13 ......30 ..........818-874-4000 ..............818-874-6501
Domex Marketing Co. ........................................................MOM20-21 ......89 ..........509-966-1814 ..............509-966-3608
dProduce Man Software ....................................................124 ..................82 ........888-PRODMAN ..............650-712-9973
Driscoll Strawberry Associates, Inc. ..................................MOM14-17 ......26 ..........831-763-5000 ..............831-761-5988
Duda Farm Fresh Foods, Inc. ............................................7 ......................83 ..........561-978-5714 ..............561-978-5705
Dulcinea Farms ..................................................................MOM48-49 ......46 ..........800-495-1561 ..............949-429-1201
East Coast Brokers & Packers, Inc.....................................167 ..................49 ..........800-557-7751 ..............813-869-9850
Eli & Ali, LLC ......................................................................MOM78-79 ......68 ..........866-354-2547 ..............718-389-1514
Florida Dept. of Agriculture and Consumer Services ........133 ..................90 ..........850-487-8908 ..............850-488-7127
Four Seasons Produce, Inc. ..............................................149 ..................40 ..........800-422-8384 ..............717-721-2597
Franzella Produce, Inc. ......................................................154 ..................93 ..........650-742-7910 ..............650-742-7916
Fresh Partners AB ..............................................................128 ..................65..........46-8-742-1215 ..............46-8-742-6201
Fruitition ............................................................................168 ..................33 ..........509-682-3854 ..............509-682-5766
FTD ....................................................................................161 ..................51 ..........800-788-9000 ..............630-724-6022
Genpro Transportation Services, Inc. ................................122 ..................45 ..........800-243-6770 ..............973-589-1877
Goodness Greeness ..........................................................MOM54-55 ........4 ..........773-224-4411 ..............773-224-6593
Gourmet Specialty Imports LLC ........................................146 ..................75 ..........610-345-1113 ..............610-345-1116
Grimmway Farms ..............................................................MOM18-19 ......11 ..........661-845-9435 ..............661-393-6458
Grist Truck Brokers, Inc. ....................................................120 ..................47 ..........800-647-3698 ..............229-386-5046
Hampton Farms ................................................................159 ..................85 ..........800-642-4064 ..............252-585-1242
Herb Thyme Farms ............................................................MOM38-39 ......99 ..........831-476-9733 ..............831-476-3710
Hollandia Produce..............................................................MOM40-41 ......31 ..........805-684-4146 ..............805-684-9363
Idaho-Eastern Oregon Onion Promotion Committee ........MOM52-53 ......52 ..........208-722-7021 ..............208-722-6582

Ideal Sales, Inc. ..................................................................22 ....................42 ..........800-999-7783 ..............214-421-0277
Jacobs, Malcolm & Burtt, Inc. ..........................................154 ..................94 ..........415-285-0400 ..............415-824-4844
J.R. Kelly Company............................................................146 ..................50 ..........888-344-4392 ..............618-344-2297
J.R. Kelly Company............................................................24 ..................100 ..........888-344-4392 ..............618-344-2297
Kern Ridge Growers, LLC ..................................................145 ..................62 ..........661-854-3156 ..............661-854-2832
Kingsburg Orchards ..........................................................MOM6-7 ..........10 ..........559-897-2986 ..............559-897-4532
Kingsburg Orchards ..........................................................MOM4-5 ............9 ..........559-897-2986 ..............559-897-4532
Kirkey Products Group, LLC ..............................................124 ..................76 ..........407-331-5151 ..............407-331-5158
Lange Logistics ..................................................................120 ................101 ..........770-980-1101 ..............770-980-1442
LGS Specialty Sales, Ltd. ..................................................131 ..................60 ..........800-796-2349 ..............718-542-2354
Litehouse Foods, Inc. ........................................................MOM70-71 ......84 ..........800-669-3169 ..............208-263-7821
Lucky Strike Farms, Inc. ....................................................153 ..................21 ..........650-877-8333 ..............650-877-0727
Mann Packing Company, Inc. ............................................MOM80-81 ........5 ..........800-884-6266 ..............831-422-5171
Mann Packing Company, Inc. ............................................9 ........................6 ..........800-884-6266 ..............831-422-5171
J. Marchini & Son / LeGrand..............................................141 ................102 ..........559-665-9710 ..............559-665-9714
Melissa’s/World Variety Produce, Inc. ..............................146 ..................63 ..........800-468-7111 ..............323-588-7841
Mills Family Farms ............................................................MOM82-83 ......13 ..........831-757-3061 ..............831-424-9475
Mills Family Farms ............................................................140 ..................14 ..........831-757-3061 ..............831-424-9475
Monterey Mushrooms ......................................................MOM50-51 ......57 ........800-333-MUSH ..............831-763-0700
Nathel & Nathel ..................................................................33 ......................2 ..........718-991-6050 ..............718-378-1378
National Mango Board ......................................................129 ..................27 ........877-MANGOS-1 ..............407-897-2262
New England Produce Council ..........................................147 ..................36 ..........781-273-0444 ..............781-273-4154
New York Apple Association, Inc. ......................................17 ....................16 ..........585-924-2171 ..............585-924-1629
NewStar Fresh Foods ........................................................MOM36-37 ......71............888-STAR220 ..............831-758-7869
North Bay Produce Co. ......................................................156 ..................44 ..........800-498-3830 ..............415-920-0655
Pacific Tomato Growers/Pacific Triple E ............................141 ..................81 ..........941-722-0778 ..............941-729-4707
Produce Exchange Co. of Atlanta, Inc. ..............................34 ..................103 ..........800-480-4463 ..............404-608-0401
Produce for Better Health Foundation................................MOM68-69 ......23 ..........302-235-2329 ..............302-235-5555
The Produce Marketing Association ..................................165 ..................95 ..........302-738-7100 ..............302-731-2409
Produce Plus......................................................................120 ..................70 ..........800-323-3730 ..............815-293-3701
Produce Pro, Inc. ..............................................................32 ....................34 ..........630-395-0535 ..............630-572-0390
Walter P. Rawl & Sons, Inc. ..............................................MOM44-45 ......56 ..........803-894-1900 ..............803-894-1945
Red Blossom Farms, Inc. ..................................................21 ..................106 ..........805-981-1839 ..............805-693-0032
River Ranch Fresh Foods, Inc. ..........................................MOM72-73 ........1 ..........800-538-5868 ..............831-755-8281
Rosemont Farms Corporation............................................5 ......................66 ..........877-877-8017 ..............561-999-0241
Rosemont Farms Corporation............................................MOM26-27 ......17 ..........877-877-8017 ..............561-999-0241
Rosemont Farms Corporation............................................MOM62-63 ......18 ..........877-877-8017 ..............561-999-0241
Salyer American ................................................................141 ................104 ..........800-872-5937 ..............831-455-2187
The Sample Dome..............................................................34 ....................80 ..........800-596-3676 ..............403-936-5868
O. C. Schulz & Sons, Inc. ..................................................34 ....................86 ..........701-657-2152 ..............701-657-2425
Spice World, Inc.................................................................128 ..................73 ..........800-433-4979 ..............407-857-7171
Sunlight Int’l. Sales ............................................................MOM34-35 ........8 ..........661-792-6360 ..............661-792-6529
Sunrise Logistics, Inc.........................................................121 ..................41 ..........888-518-8502 ..............717-721-2518
A.J. Trucco, Inc. ................................................................MOM22-23 ....105 ........866-AJTRUCCO ..............718-617-9884
A.J. Trucco, Inc. ................................................................MOM42-43 ......29 ........866-AJTRUCCO ..............718-617-9884
Turbana Banana Corp ........................................................MOM66-67 ......87 ..........800-TURBANA ..............305-443-8908
Turbana Banana Corp ........................................................MOM64-65 ......38 ..........800-TURBANA ..............305-443-8908
United Fresh Produce Association ....................................25 ....................37 ..........202-303-3400 ..............202-303-3433
VegiWorks, Inc. ..................................................................156 ..................77 ..........888-367-8344 ..............415-643-5640
Vessey & Company, Inc. ....................................................141 ..................96 ..........888-505-7798 ..............760-356-0137
Vidalia Onion Committee....................................................MOM76-77 ......67 ..........912-537-1918 ..............912-537-2166
Well-Pict Berries ................................................................139 ..................19 ..........831-722-3871 ..............831-722-6340
West Pak Avocado, Inc. ....................................................137 ..................97 ..........951-296-5757 ..............951-296-5744
Wilson & Son Sales, Inc. ..................................................145 ................107 ..........813-754-7554 ..............813-752-8352
Z&S Distributing Co., Inc. ..................................................127 ..................91 ..........800-467-0788 ..............559-432-2888

INFORMATION
SHOWCASE

Receive supplier information fast using the PRODUCE BUSINESS Information Showcase 
• By Phone • By Fax • By the Reader Service Cards in each issue of PRODUCE BUSINESS. Here’s How:
1) On the reader service cards between pages 34-35 and 150-151, just circle the numbers that correspond to the ads

and information showcase listings
2) Mail or fax the reader service card today or phone the supplier of your choice directly.

COMPANY                              PAGE # RS# PHONE FAX COMPANY PAGE # RS# PHONE FAX
MARCH 2007

The Blas t  f rom the  Pas t i s  a  regu lar  f ea ture  o f  PRODUCE BUSINESS .  We  we lcome submiss ions  o f  your  o ld  photos ,  l abe l s  o r  adver t i sements  a long  wi th
sugges ted  cap t ions.  P lease  send  mater ia l s  to :  Ed i to r,  P RO D U C E B U S I N E S S ,  P.O.  Box  810425 ,  Boca  Ra ton ,  FL  33481 -0425 ,  o r  e -ma i l  
ProduceBus iness@PhoenixMediaNet . com

Blast 
from the

Past

L
eo Rolandelli of Jacobs, Malcolm & Burtt (JMB), San Francisco, CA,
supplied this picture taken shortly after the San Francisco earthquake
of 1906. The temporary quarters of Jacobs & Malcolm can be seen
beside a pile of rubble that had been the building that housed the
company on Washington Street. Jacobs & Malcolm was started in

1888 — hence the line, “By the Gate since ‘88.”
JMB moved from Washington Street to the San Francisco Wholesale Produce

Market on Jerrold Street in 1963. Although JMB has had many different owners,
it has maintained its name and continued to grow. In 1963, JMB was doing $8
to $10 million annually; today that figure is over $75 million.
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With the proper blend of the best of tradition and state-of-the-art technology, 
we take great pride in providing our customers with the very best tomatoes. 

Year-round—from Pallet to Plate, the choice is clear.
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http://www.chelanfresh.com

